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Rough Proofs 


Col. C. O. Sherrill, former city 
manager of Cincinnati, and now 
vice-president of the Kroger Grocery 
& Baking Company, had to stand a 
lot of kidding when he entered this 
business. A loquacious friend wired 
him, “Please send me one dozen of 
your freshest eggs.” Col. Sherrill 
wired back, “Am sending you by 
parcel post one dozen eggs which 
are even fresher than you are.” 
There were no more wires. 


* * * 


Some of the business forecasters 
who are called bum guessers because 
business hasn’t run true to form 
this year might use the retort of the 
politician who was interrupted in 
the middle of a speech by an accuser. 
Shaking his fist, he replied, “I deny 
the allegation and defy the alle- 
gator.” 


“8s 8 


Some of the advertising experts 
are beginning to complain that there 
is too much circulation. This sounds 
a bit like a fish complaining that 
there’s too much water to swim in. 

* + * 


Heywood Broun says that the ad- 
vertising man’s idea of woman is 
just a copy-writer’s dream. But 
even a copy-writer is entitled to an 
occasional hallucination, isn’t he? 

* * * 


The human-interest copy which 
they are running about the railroads 
ought to include something about 
the old-fashioned conductor who 
used to stick bits of colored paper 
in the hat-bands of his through pas- 
sengers. The distinction was enough 
to make the lowliest drummer feel 
important for the rest of the day. 

*” * * 


Though the York Ice Machine 
Corporation says that 59,000,000 
tons of ice are produced yearly, re- 
ports indicate that the high hats of 
Hollywood can equal that output in 
one week. 

~ * * 


The alarm-clock and bath-tub ad- 
vertisers have been trying for years 
to convince the public that rolling 
cheerily out of bed in the morning is 
a splendid lark. Now Pillsbury 
spoils it all by admitting that even 
when there’s something worth get- 
ting up for—hot cakes and syrup, 
for instance—it’s only “almost fun.” 


7s * * 


The A. N. A. radio committee is 
reported to have checked 70,000 
broadcasts this year. And probably 
reported that “The Gypsy Love 
Song” was in 69,000 of them. 


* * * 


A 18-year-old publisher sued an 
advertiser on a contract and got 
judgment for the full amount. 
There’s a lad regarding whose voca- 
tion there isn’t a bit of doubt. 


* * # 


McClelland Barclay has married 
the beautiful girl who posed for the 
Fisher body pictures. In spite of 
this, the fans who have been follow- 
ing the series will probably petition 
the Fisher brothers to display no 
New models. 


es ¢: #8 


A rose by any other name would 
Smell as sweet—maybe sweeter—and 
80 “canned” solicitations have been 
changed to “organized sales ta rr 
Copy Cus. 


H, FIRESTONE 
DESCRIBES HIS 
SERVICE STORES 


Designed to Help Tire Dealer, 
He Says 


As a means of solving a perplex- 
ing financial tangle and of testing 
the sincerity of tire manufacturers 
who profess conviction that the inde- 
pendent tire dealer is the bedrock of 
the industry, the National Tire Deal- 
ers Association, meeting in Chicago, 
approved a motion that tire manu- 
facturers be solicited for financial 
assistance. The association has lia- 
bilities of more than $16,000 and iess 
than $400 cash on hand. 

A committee will meet with one 
from the Rubber Manufacturers As- 
sociation in the near future to for- 
mulate a plan for raising funds. It 
is the hope of the tire men that 
enough money can be secured to em- 
ploy a secretary at $12,000 or $15,- 
000 a year, capable of improving 
the competitive conditions that have 
made the independent tire dealer 
nearly extinct. 

A large number of manufacturers’ 
representatives, including Harvey 
Firestone, attended the meeting. In 
a joint session with the association 
board, sales managers representing 
the manufacturers intimated that 
retail set-ups, national accounts, 
chain outlets and mail order distri- 
bution, are not proving very profit- 
able and that they would like to see 
the independent retailer become the 
leading figure. 


Abandon Resolutions 


The dealers shelved several inter- 
esting resolutions until they are in 
a stronger position. They were to 
the effect: 

That all rebates and bonuses be 
eliminated; 

That all manufacturers publish a 
consumer’s price list; 

That the commercial account bus- 
iness be returned to the dealer and 
that a uniform contract covering 
this class of business be adopted by 
all manufacturers. 

That prices extended to corpora- 
tions be at least 10 per cent higher 
than preferred dealers’ price, and 
that a list of preferred national ac- 
counts, agreed upon between manu- 
facturers, be given to all authorized 
tire dealers; 

That all advertised secondary 
lines should bear the manufacturer’s 
name in small type and the brand 
name in bold type. 

The resolution creating the most 
debate read: 

“Believing that automobile tires 
play an important part in the pro- 
tection of life and limb, and that the 
quality of such tires depends largely 
on the source of their manufacture, 
and believing also that the motoring 
public is entitled to an assurance of 
tire safety, we go on record as rec- 
ommending that an agitation be 
started by tire dealer organizations 
throughout the country to effect the 
adoption in various states of legisla- 
tion making it mandatory upon the 
part of tire manufacturers to in- 
scribe their names on all tires manu- 
factured in their factories, regard- 
less of whether these tires are to be 


(Continued on Page 11) 


Washington, D. C., Nov. 6— 
Whether advertising which the Fed- 
eral Trade Commission regards as 
false and misleading to the public 
constitutes unfair competition will be 
determined by the Supreme Court 
of the United States. The Court 
will decide whether or not the Com- 
mission had jurisdiction in the Mar- 
mola case. 

Some authorities believe that a 
negative decision may invalidate 
many of the orders issued by the 
Commission in the past, since it has 
proceeded under the assumption that 
false advertising and unfair com- 
petition are identical and has sel- 
dom troubled to get or produce proof 
that competitors suffered from this 
advertising. Securing such proof 
would prove a heavy burden, it is 
declared. 

The Federal Trade Commission 
has its being in an act passed by 
Congress and approved Sept. 26, 
1914. Its orders are issued under 
Section 5 of that act, which provides 
that “Unfair methods of competition 
in commerce are hereby declared un- 
lawful.” 


Acted Against Marmola 

Under this authority, the Com- 
mission ordered the Raladam Com- 
pany, of Detroit, to cease represent- 
ing that Marmola Prescription Tab- 
lets are a scientific cure for obesity 
and to refrain from advertising it 
as a remedy for obesity unless it 
stated that it is not safe unless 
taken under the supervision of a 
competent physician. 

This order, according to the ruling 
of the Circuit Court of Appeals for 
the Sixth Circuit, is invalid because 
the Commission, in the absence of 
an affirmative showing of injury to 
legitimate competitors, was with- 
out authority under the Federal 
Trade Commission Act. 

“It is apparent,” said the lower 
court, “that the Commission believes 
itself authorized to issue its ‘cease 
and desist’ orders in any case where 
it concludes that sales methods may 
mislead a substantial part of the 
purchasing public, in a way and to 
an extent that, in the judgment of 
the Commission, ‘is injurious to the 
purchaser.’ ” 

The Department of Justice, in 
seeking review of the decision by the 


Is Misleading Copy 
Unfair Competition? 
Supreme Court to Rule 


Supreme Court of the United States, 
termed this interpretation of the 
Commission’s authority as “novel 
and erroneous.” Said its petition: 

“If the Federal Trade Commission 
is required to base its orders enjoin- 
ing false advertising on an affirma- 
tive showing of injury to honest 
competitors, each action will require 
trial of the legitimacy of the activi- 
ties of the other competitors. 

“It is clear that the Federal Trade 
Commission has jurisdiction to enter 
an order enjoining false labeling 
calculated to deceive a substantial 
portion of the purchasing public, 
even in the absence of an affirmative 
showing of injury to any individual 
competitor, on a presumed injury to 
competitors as a class, arising out 
of deception of the public.” 

The lower court ruled “in effect, 
that the issuance of the order had 
not been prompted by any desire or 
purpose on petitioner’s (Commis- 
sion’s) part to protect, and would 
not operate to protect, any ‘interest 
of the public’,” according to the 
brief of the Raladam Company. 

It took the view “that petitioner 
had not been constituted the general 
guardian of the public welfare, 
which petitioner appears to regard 
itself and had not been empowered 
to protect the public from any and 
every evil that petitioner might con- 
sider that it was generally ‘to the 
interest of the public’ to uproot and 
destroy, but only from the evil of 
undue restraint of trade and of com- 
petition in trade, arising out of the 
use of unfair methods of competi- 
tion.” 


Opinion Quoted 


The Circuit Court of Appeals con- 
sidered that there were only two 
possible beneficiaries of the Commis- 
sion’s action in entering the order 
restraining advertising of the fat- 
reducing tablets. 

“One is the medical profession,” 
the opinion states. “It cannot be seri- 
ously contended that the act was in- 
tended to protect any profession 
against encroachment—the aid of 
the Commission might be as logically 
given to physicians and surgeons as 
against chiropractors, or to lawyers 
as against incompetent will-drafts- 
men.” 


Suggests Business Paper Survey by Four A’s 


New York, Nov. 7.—(by wire)—John Benson, president of the American 
Association of Advertising Agencies, suggested in an address at the 


dinner of the Associated Business Papers, Inc., last night, that business 


publishers engage the Four A’s to make a survey to determine the influ- 


ence of industrial and trade publications. 


Mr. Benson said this would give agencies a practical guide to evaluating 
mediums and would increase their interest in business papers. 


He made a strong plea for payment of agency commissions by business 
papers, many of which do not allow discounts. He pointed out that since 
agencies help make a market for advertising space of all mediums, their 
efforts should be supported by business as well as general publications. 


Ford Now Advertising Parts and Service 


Detroit, Mich., Nov. 7.—(by wire)—The Ford Motor Company has in- 
stituted a policy of advertising parts and service operations for the 
benefit of dealers. The initial advertisement in the series featured the 
Ford battery. Dealers have been provided with tie-up material. 


Bank Launches Polish Radio Program 
The National Republic Bancorporation, Chicago, will launch a Polish 


Half Hour Nov. 9 and every succeeding Sunday, over WJJD. Chicago’s 


Polish population is placed at 718,000. 


ONLY 50 GOOD 
COPYWRITERS 
IN COUNTRY 


Barton’s Views Given by “The 
New Yorker” 


New York, Nov. 6.—“There are 
only fifty good advertising copy- 
writers in the United States.” 

This statement is attributed to 
Bruce Barton, of Batten, Barton, 


Bruce Barton 


Durstine & Osborn, Inc., in an 
article in the current issue of The 
New Yorker, signed by Richard F. 
Warner. 

Mr. Barton does not attempt to 
indicate who the fifty he has in 
mind are, but the statement is 
readily accepted in view of his fre- 
quently quoted comment that the 
demand for good advertising writers 
is far greater than the supply. 

“Everyone agrees that Bruce Bar- 
ton is a good writer of advertising 
copy,” says Mr. Warner in his 
article. “Slogans come natural to 
him. He put Dr. Eliot’s Five-Foot 
Shelf over, and Dr. Eliot was pes- 
tered by earnest readers of all five 
feet demanding that they now re- 
ceive a diploma from him. 

“An Alexander Hamilton Insti- 
tute advertisement was the most 
difficult that Mr. Barton ever wrote. 
He explains that the difficulty lay 
in selling people the idea of hard 
work. Bruce Barton did it. ‘The 
Years That the Locust Hath Eaten’ 
was one phrase which made maga- 
zine-readers worry about their lives 
and decide to do bigger and better 
things thereafter. 

“In his writing, Mr. Barton has 
the knack of inserting apt Biblical 
or classical allusions. His stuff, 
whether it be advertising copy or 
stories, has vitality, just as Mr. 
Barton has himself. He is a pro- 
digious worker. He does not dictate, 
but pounds out his articles for the 
American Magazine, Good House- 
keeping, Cosmopolitan, Woman's 
Home Companion, on an old type- 
writer with a broken carriage-shift. 

“He writes in the morning, noon- 
time he lunches with clients, after- 
noons he works around the office, 
and evenings when he is not with 
his family, he is the speaker at 
some banquet, and if it is a stag 
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party and all is merry, he breaks 
into song. 

“Bruce Barton may look up to 
people, but he never writes down 
to them. He has little use for testi- 
monial advertising. If a certain 
princess endorses a certain mat- 
tress, Bruce Barton wants to make 
sure that the princess really slept 
on that mattress, and slept well.” 


Editorial Training Helped 
The success of Mr. Barton is 
attributed in the article largely to 
the training he received when he 
was editor of a magazine. An un- 


named friend is quoted on this point | 


as follows: 

“He really learned his trade when 
he was editor of Every Week—the 
technology of advertising, the knack 
of writing catchy captions, startling 
the public. He has become a master 
in articulating the great institu- 
tional objectives of big corporations. 

“Bruce writes an essay on ‘Church 
Bells Do Ring Every Sunday Morn- 
ing.’ Why do they ring? To bring 
in customers, of course, and if the 
church isn’t ashamed of doing this, 
certainly big businesses shouldn’t 
be.” 

Batten, Barton, Durstine’ & Os- 
born, Inc., is placed in this article 
as one of the three largest adver- 
tising agencies in the country, and 
is credited with a business of 
$25,000,000 to $30,000,000 a year. 


Join Boston Club 


C. H. Tobey, business manager of 
the Daily American and Sunday Ad- 
vertiser, is a new member of the 
Advertising Club of Boston. Others 
are Harold E. Casey and B. W. 
Compton, of the Advertiser, and Ar- 
thur Erwin, of the American. 


Brotherton Gets Three 


Brotherton, Inc., Detroit agency, 
has been appointed by the Hamilton 
Carhartt Co., and the Phoenix-De- 
troit Burner Corp., both of Detroit, 
and the Sheet Aluminum Corp., of 
Jackson, Mich. 


Timken Account Moves 
The advertising of the Timken 
Roller Bearing Co., Canton, O., has 
been placed with Zimmer-Keller, 


HOME EXPERTS 
CHANGE BASIS 
OF ADVERTISING 


Founded on Solid Facts, Says 
Miss Barber 


Telling how the entrance of home 
economics experts into the advertis- 
ng departments of hundreds of man- 
facturers has revolutionized the ap- 
proach to the feminine consumer, 
Mary I. Barber, director of the edu- 
cational department, Kellogg Com- 
pany, Battle Creek, Mich., addressed 
a joint meeting of the Advertising 
Council and the Women’s Advertis- 
ing Club of Chicago Thursday. 

Members of the women’s organiza- 
tion turned out with their usual en- 
thusiasm, and it was an overflow 
meeting. Max A. Berns turned the 
gavel over to Miss Josephine Snapp, 
president of the Women’s Advertis- 
ing Club, for the occasion. 

Another expert present was H. T. 
Strong, of William Wiese & Co., 
New York, who has spent five years 
studying color, as presented by na- 
ture and man, and will give three 
lectures daily in the Packard dis- 
play rooms in Chicago during the 
next week. 


General Service 


Miss Barber stressed the service 
rendered to American women, not 
only by the Kellogg Company, but 
hundreds of others in all lines. 
Whether a woman wants to know 
how to bake a cake, raise a baby, or 
wash the family laundry, she will 
find one or more booklets on the 
subject available, Miss Barber 
pointed out. 

Many of these offerings were dis- 
played by the home economics 
expert. 


Inc., Detroit. 


“One worker rode 6,000 miles on 


Detroit. 


contour. 


For our advertisers, 


asking. 


“OUTDOOR” 
CONSCIOUS 


that’s Detroit 


We are still traveling the Indian trails in 
And what a legacy! 


Wide Boulevards they are now, but still 
converging, like the spokes of half a wheel, to 
the intensified business hub that so dis- 
tinguishes Detroit’s ideal Outdoor Advertising 


enally concentrated circulation at very low 
cost for such comprehensive coverage. 


Outdoor Advertising, strategically placed 
and sustained at the high peak of perfection 
such as identifies Walker & Co.’s operations, 
demands the city’s attention and assures ad- 
vertisers their sales quotas. 


Naturally, we know this market! 


Agencies and advertisers are invited to 
call on us for facts. They are yours for the 


88 Custer Avenue, Detroit 


it means a phenom- 


ADDRESSES JOINT 
MEETING 


Mary I. Barber 


a freight car during the past year,” 
she said. 

“This wasn’t for the fun of it, but 
had the specific object of finding out 
what happened to a refrigerator car 
and its contents in a cross-country 
jaunt. *. 

“While the trip was an arduous 
one, it developed some valuable in- 
formation which helped the manu- 
facturer paying for the experiment 
perform a greater service to his pub- 
lic. This is merely another way of 
saying that he expanded his mar- 
ket.” 

The result of all of the research 
work done by manufacturers and the 
issuing of booklets giving the results 
have helped the cause of advertising 
by giving women of the country im- 
plicit confidence in the written word, 
Miss Barber said. 

Checking the Copy 

Her own company exercises the 
greatest caution that this confidence 
be not betrayed, inadvertently or 
otherwise. Miss Barber scans all 
Kellogg advertising from the view- 
point of an expert on nutrition. It 
is not O. K.’d until.she has done so. 

She explained that her depart- 
ment, established in 1926, now re- 
ceived 190,000 letters a year from 
women all over the country. This 
makes it unnecessary for the com- 
pany to “maintain a mailing list.” 
It neither buys nor sells names, 
regarding the correspondence as 
confidential. 

The Kellogg Company usually 
works through department heads. As 
an example, a state supervisor may 
be sent a copy of a booklet and asked 
if she wants her subordinates to 
have it. In the case of an affirma- 
tive, the booklet is sent with a letter 
saying that it was requested by the 
supervisor. 

Miss Barber commented humor- 
ously on the difficulty of interesting 
salesmen in advertising and said 
that her department labels every 


| piece of promotion carried by field 
|men, so that they will have no diffi- 


culty in explaining its purpose. 


British Printer Dead 


Thomas Norton Longman, head 
of Longmans Green, famous _ pub- 
lishing house of London, died Nov. 
2. He was the fifth Thomas Long- 
man in succession since the first, in 
1724, bought the business of Wil- 
liam Taylor, first publisher of “Rob- 
inson Crusoe.” 


Join Campbell-Ewald 
Donald G. Augur, C. M. Jickling 
and George E. Post have joined the 
copy staff of the Campbell-Ewald 
Company, Detroit. Mr. Augur was 
formerly with the J. Walter Thomp- 
son Company, New York. He will 
work in the Dayton branch. 


Use 16 Pages 
What is believed to have been the 
largest single advertisement which 
ever ran in Philadelphia newspapers 
appeared October 31 when Straw- 
bridge & Clothier used 16 pages to 
announce an inaugural sale. 


Has Automotive Account 

The De-Ray Lamp Co., Chicago, 
has appointed the Albert L. Lauer 
Co., of that city, to direct the adver- 


tising of its complete line of auto- 
motive specialties. 


MAJESTIC PLANS 
PAGE SMASH 


That a magazine advertisement of 
spectacular size also serves as a 
financial statement that dealers and 
consumers can readily understand 
is the theory behind the eight-page 
advertisement of the Majestic re- 
frigerator in the December issue of 
Good Housekeeping. 

Duane Wanamaker, vice - presi- 
dent in charge of advertising of the 
Grigsby-Grunow Company, Chicago, 
said: 

“We do not believe that the in- 
trinsic value of this advertisement 
is greater than that of single pages 
or spreads divided among several 
publications. Our object, however, 
is to give dealers simple; tangible 
proof of the kind of merchandising 
effort of which we are capable, and 
also to provide them with something 
concrete to which they can refer 
prospects as evidence of the resour- 
ces behind our product and our own 
faith in it. 

“In merchandising the Majestic 
refrigerator, we have to deal not 
only with vigorous competition but 
with the state of mind of dealers and 
consumers contemplating the pur- 
chase of merchandise for life-time 
use. 


“That Majestic Advertisement” 


“A smashing advertisement not 
only creates interest in our refrig- 
erator but carries more weight in 
attesting to our financial resources 
to many people than a financial 
statement would. 

“We are supplying our dealers 
with 2,000,000 reprints of the Good 
Housekeeping advertisement, and are 
requesting that, when a reprint is 
handed to a prospect, she be told in 
so many words: ‘Here is a copy of 
the $75,000 Majestic Refrigerator 
advertisement that appeared in Good 
Housekeeping’.” 

Merchandising plans are based on 
a survey made by Hays McFarland 
& Co., Chicago. The agency was able 
to secure experienced investigators 
through the co-operation of the ad- 
vertising departments of newspapers. 

These investigators contacted 10,- 
000 women and about 8,000 men in 
every state in the union. The view- 
point of male household heads was 
obtained in the belief that few 
housewives would make a purchase 
of this size without consulting them. 

The facts derived from the sur- 
vey have been used to give a novel 


Show Globes 


May Come Back 

New York, Nov. 6—Calling 
them “the world’s most valu- 
able trade-mark,” American 
Druggist has started a move- 
ment to have retail druggists 
bring back to their windows 
the show globes of olden days. 


text appear such statements as, “The 
price you said you would pay,” 
“Kitchen-designed by 10,000 house- 
wives,” and “Majestic offers every- 
thing you said you wanted.” 
Hook-up with Radio 

With the idea of cashing in on the 
advertising of the Majestic radio to 
the fullest extent, the refrigerator 
advertising has appropriated illus- 
trations and layouts, imitated style, 
and paraphrased slogans and head- 
lines used in the radio copy. 

The theme illustration for the re- 
frigerator publicity in magazines, 
newspapers, mail pieces, etc., is the 
one of an aurora borealis used to 
sell the “colorful tone” claim for the 
radio. A new tenant in the advertis- 
ing zoo, the Majestic Refrigerator 
polar bear, displaces the radio in the 
foreground when the illustration ac- 
companies refrigerator copy. 

The composition of this illustra- 
tion is such as to make it easily rec- 
ognized either in color or black and 
white, thus effecting a tie-up be- 
tween newspaper and magazine 
advertisements. 

The capture of the bear proved a 
boon when it came time to appropri- 
ate the radio slogan, “Mighty Mon- 
arch of the Air.” The refrigerator 
version was arrived at by adding 
only three letters and transposing 
one. The result is “Mighty Monarch 
of the Arctic.” 


Club Holds Dance 


Advertising men from New York 
and New Haven attended the first 
annual Hallowe’en dance of the 
Bridgeport (Conn.) Advertising 
Club Oct. 30 at Champ’s Farm. 
Mrs. Doris Speidel was chairman of 
the committee in charge. 


Fontaine Elected 


Arthur Fontaine was_ elected 
president of the Graphic Arts Asso- 
ciation, Inc., a master printers or- 
ganization of Montreal, at the an- 
nual meeting. 


Form Pittsburgh Agency 


Samuel Whitman and H. Norman 
Shoop have formed the Pittsburgh 


twist to the copy. In headlines and 


agency of Whitman and Shoop, with 
quarters in the Empire building. 


De Puy 


NORTHWESTERN 
BANKER 
35th Year 
Des Moines 


MID-WESTERN 
BANKER 
20th Year 
MILWAUKEE 


CENTRAL WESTERN 
BANKER 
25th Year 
OMAHA 


IOWA BANK 
DIRECTORY 
20th Year 
Des MoInes 


UNDERWRITERS CHICAGO: 
REVIEW William H. Maas, 
37th Year wy ty ag 

Des Motnes 


Frank 8S. Lewis, 
840 Lumber Ex- 
change Bldg. 


Publications 
BANKING and INSURANCE 


Business Awaits You 


In This Rich Insurance Field 


USINESS is better in the high producing 

Middle-west, 

Underwriters Review serves as the “per- 
sonal insurance magazine” for alert agents and 
insurance executives, 
this publication is demonstrated by the number 
of representative organizations who already 
have used it over a period of time. 

If you are interested in this rich territory, 
place your message where it will be read and 
acted upon. Let the Underwriters Review take 
care of your advertising needs in this worth- 
while territory. 


UNDERWRITERS REVIEW 


One of the DePuy Publications 


and that is where the 


The advertising value of 


Reaches the insurance men 
of the Middle- west 
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ADVERTISING AGE 


HOOVER WILL 
BE SPEAKER AT 
A.N. A. BANQUET 


Informality Key to Washington 
Convention - 


Washington, D. C., Nov. 6—Presi- 
dent Hoover will be the speaker at 
the 21st annual banquet of the Asso- 
ciation of National Advertisers, Inc., 
which will meet November 10, 11, 
and 12. The banquet will be Novem- 
ber 10. 

The President’s talk will climax 
a day devoted to a conference be- 
tween the advertisers and depart- 
ments of the government such as the 
Department of Commerce, Post Office 
Department, Federal Trade Commis- 
sion and the Food and Drug Admin- 
istration, according to Stuart Pea- 
body, general advertising manager 
of the Borden Company, Inc., and 
chairman of the program committee. 

Other speakers who will appear on 
the program are Hon. Robert P. 
Lamont, Secretary of Commerce; 
Paul M. Mazur, partner, Lehman 
Bros.; Joseph P. Day, president, 
Joseph P. Day, Inc., and Ivy Lee, 
president, Ivy Lee and Associates. 

One whole day’s meeting without 
a single speaker will be a feature of 
the convention. “The idea behind 
this speakerless session,” said Mr. 
Peabody “is that it permits a frank 
discussion of sales and advertising 
problems. Any member can get on 
his feet and ask advice on some 
problem.” 

The last day of the meeting will 
be devoted to addresses. 


To Quiz Experts 

Government executives will be 
called on to answer the following 
questions, among others: 

What progress is being made in 
the compilation of data on the census 
of distribution? When will it be 
ready? In what form will it be 
released ? 

Are any preparations being made 
for extending the 1931 Census of 
Manufactures to include the con- 
sumption of manufactured industrial 
goods in addition to the present 840 
items of raw materials? If not, 
would it not be practicable to select 
several groups for experimentation 
in 1931? 

What are the prospects for a new 
edition of the Market Data Hand- 
book of the United States based on 
the 1930 census data? 

What surveys, such as the Pacific 
Southwest Survey, have you now 
under way? Do you plan to bring 
up-to-date those already issued, such 
as the New England survey, and if 
so, how often? 

In what form are the industrial 
maps of special industries made up 
by the Geographical Section of the 
Industrial Machinery Division? Is it 
planned to make up similar maps 
for other products? 

Under what conditions can trade 
associations or other groups arrange 
to cooperate with the Department of 
Commerce on special surveys. 

What bureaus and divisions under 
the Department of Commerce have 
advisory committees of any sort? 
If so, how are they chosen and what 
are their duties? 


Some Other Queries 

Is there any way that the Depart- 
ment can assist industry in making 
accurate consumption surveys on a 
county unit basis? For instance, is 
there any government agency that 
could tell us how much lumber is 
shipped into a given county, during 
a calendar year, from all of the dif- 
ferent lumber producing regions? 

Have you ever made any study on 
the standardization of magazine and 
newspaper page sizes and, if so, what 
were your findings? 

What is the scope and extent of 
the information the government has 
on circulation and advertising rates 


TO ADDRESS A. N. A. 


Joseph P. Day 


of publications in foreign countries? 
Under what conditions may this in- 
formation be used? 

Please explain your Bureau of 
Standards’ research arrangements 
and the “research associate” plan. 

What are the facilities of the Bu- 
reau of Standards for testing new or 
improved products that are widely 
used by a great number of people, 
such as motor oil or gasoline? What 
is the proper way to go about having 
such a test made? What are the re- 
strictions, if any, on the publication 
of the results of such a test? 

How can the motion picture divi- 
sion of the Department of Commerce 
help the advertiser in achieving eco- 
nomical and effective distribution of 
motion pictures to schools, clubs, 
manufacturers, and other prospective 
exhibitors? What is the expense 
involved ? 

How can national advertisers co- 
operate most fully and effectively 
with the Administration’s program 
for increasing employment? 

Besides Mr. Peabody, other mem- 
bers of the program committee are: 
W. A. Grove, Edison General Elec- 
tric Appliance Company, associate 
chairman; A. N. Cook, Bigelow-San- 
ford Carpet Co.; J. M. Holmes, A. G. 
Spalding & Bros.; Arthur Kane, The 
House of Tre-Jur; Leon S. La Porte, 
Foster-Milburn Company; 

John W. Longnecker, Hartford 
Fire Insurance Company; Edwin B. 
Loveland, Stanco Incorporated; W. L. 
Marshall, RCA Victor Company, 
Inc.; Dr. M. W. Tapley, E. R. Squibb 
& Sons; W. W. Tomlinson, Scott 
Paper Company; Ed. Lowe Gouedy, 
The Eagle-Picher Lead Company; 
Cliff Knoble, Chrysler Corporation; 
R. M. Macdonald, Bradley Knitting 
Company; 

Walter S. Rowe, The Estate Stove 
Company; Stanley P. Seward, The 
White Company; Chas. W. Staud- 
inger, Anheuser-Busch, Inc.; R. L. 
Twitchell, Carnegie Steel Company, 
and A. E, Haase, managing director. 


Pease & Elliman 
Appoint An Agency 


The Lawrence Fertig Company, 
New York, is now directing the ad- 
vertising of Pease & Elliman, Inc., 
real estate agents and brokers. 

The agency will handle all insti- 
tutional advertising, as well as pre- 
pare special campaigns for accounts 
associated with Pease & Elliman. 

S. Firestone is in charge of ad- 
vertising for Pease & Elliman. 


Winger Resigns 

Albert E. Winger has resigned as 
president of the American Litho- 
graphic Co., New York, to devote 
his time to other interests. Mr. 
Winger is treasurer of the Crowell 
Publishing Company. 

E. H. Hanson, vice-president of 
the American Lithographic Co., has 
become president. 


Plan Gum Campaign 
The Honey Gum Mfg. Co., Chi- 
cago, manufacturer of Honey Gum, 
has appointed the Philip Morris Ad- 
vertising Service, Chicago. 
The campaign will include news- 
papers and outdoor advertising, with 


unusual window and counter dis- 
plays. 


Dentifrice Copy 
Stimulates Sale 
of Tooth Brushes 


Washington, D. C., Nov. 6—Man- 
ufacturers of corsets and girdles did 
well in 1929 as the result of new 
styles, the Bureau of the Census re- 
ported. Production of corsets, gir- 
dles and garter belts in 1929 was 
valued at $32,213,500, a slight gain 
over 1927. 

Production of combination or one- 
piece garments dropped from $24,- 
462,000 in 1927 to $22,442,000 in 
1929. 

Tooth paste advertising is appar- 
ently proving more effective than 
ever before, the value of tooth 
brushes produced in 1929 increasing 
about $1,000,000 over 1927. 

There was an increase in the val- 
ue of soap production of about 16 
million dollars in 1929 over 1927, 
the latest figure being $258,815,000. 
Hard soaps, not including granu- 
lated and powdered soap, accounted 
for $194,451,000; granulated and 
powdered soap, $29,219,000; soap 


powders, including cleansing pow- 


Matches Resemble 
Tube of Cream 


New York, Nov. 6.— The 
Lion Match Co. has perfected 
a method of turning out 
matches in the form of a tube 
of shaving cream or any other 
container. 

E. R. Squibb & Sons have 
obtained exclusive rights for 
this form of advertising on 
both dental and shaving cream 
for the next year. 


ders, washing powders, etc., $25 - 
622,000. 

Of the $5,468,000 worth of smok- 
ing pipes sold in 1929, 83.4 per cent 
went through jobbing channels, the 
Bureau reports, while 16.6 per 
cent went direct to retailers. The 
1929 production showed a decline of 
25.1 per cent from 1927. 


Ordered Off Air 


Four broadcasting stations have 
been ordered off the air by the Fed- 
eral Radio Commission for alleged 
failure to comply with regulations. 
They are WMAY, St. Louis; WCSO, 
Springfield, O.; KFHA, Gunnison, 
Col., and KZM, Hayward, Calif. 
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Current advertising of the Hole- 
proof Hosiery Co. tells women to 
consult the new style portfolio 
when selecting frocks, bags, shoes, 
as well as hosiery. 

The Holeproof plan was de- 
scribed in detail in Advertising 
Age of Sept. 13. 
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HE bond business is 

picking up and a 
marked increase is 
expected in the num- 
ber of graduate en- 
gineers who will de- 
cide that a life in Chile 
and Bolivia is not to 
be compared to a life 
in Wall Street. You 
will undoubtedly be 
visited this winter 
again by various 
young men wearing 
pleasant smiles and 
coon-skin coats and 
referring earnestly to 
the merits of this issue 
of water works bonds 
of Timbuctoo. 
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of the revival of activity in 


November issue of the magazine. 

Who has been buying bonds? The answer 
is that banks, insurance companies, trustees, 
and other institutional buyers have been 
absorbing the “legal” issues in tremendous 
amounts. Such institutions are under no com- 
pulsion to make a profit on their investments. 
They have merely obligated themselves to 
pay dollars to depositors, policy holders, etc., 
and bonds provide the necessary reserve. 
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S. Palmer Harman in another of the fine 
financial papers which he has been contribut- 
ing monthly to Scribner's goes into the matter 
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a i gradeissues whichare 
= ee especially attractive 
ce ay to private investors. 
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element based on the 
probability that com- 
modity prices will 
continue to decline. 
if they do, the bond- 
holder will gain in 
purchasing power.An 
investment in bonds 
provides not only a 
“hedge” against stock 
holdings, but intro- 
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duces the element of diversification which 
should bea part of everyinvestment program. 

Mr. Harman writes in his usual lucid, sen- 
sible style—a style admirably ‘suited to the 
financial needs of the general reader who 
does not understand the intricacies of finance 
but has money to invest and who wishes to 
know the essentials of the class of securities 
he is considering. 

It is with these rain-or-shine, year-in-and- 
year-out, investors that the Harman articles 
have a strong influence. 


VEMBER 


SCRIBNER’S 


® Princeton seniors selected Ernest Hemingway and S.S. Van Dine as their favorite authors. 


Rutgers seniors selected jonn Galsworthy and S. S. Van Dine. All are Scribner's authors. 
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Getting a Product 
Into Santa Claus’ Bag 


The volume of buying due to 
Christmas giving is so large that any 
advertiser is justified in seeking a 
part of it. Many products which at 
first glance would not seem to lend 
themselves to the Yuletide idea have 
been put over because the merchan- 
dising plan was developed in such 
a way as to present a holiday appeal. 

Dressing up the goods, regardless 
of their character, is one of the 
obvious necessities, and advertising 
their merits as Christmas gifts is 
another. Special packages have been 
successful in selling Stillson 
wrenches for holiday purposes, and 
if the manufacturer of such a utility 
product as this can get it into Santa 
Claus’ bag, there is a chance for 
almost everybody else to crowd into 
the picture. 

Present conditions would seem to 
emphasize the advantages of those 
products which represent utility as 
well as convenience or luxury. “Give 
her a washing-machine for Christ- 
mas,” created at least a few smiles 
not many years ago, but undoubtedly 
sold a lot of these labor-savers. This 
year they should sell more. 

Frigidaire is using a very clever 
plan in making refrigerators more 
attractive as Christmas gifts. It is 


featuring a “gold medal” model, and 
is calling special attention to the 
fact that a medallion, put up in a 
handsome jewelry case, is provided 
as a means of indicating the gift to 
the recipient. Or the medallion can 
be placed upon the refrigerator it- 
self. This is good stage management. 

Retailers learned long ago that the 
most necessary part of a Christmas 
merchandising plan is special pack- 
ages and wrapping materials. If your 
goods are to be bought for Christ- 
mas presents, they must look the 
part. The idea will sell not only 
more handkerchiefs, hosiery and 
neck-ties, but more perfumes, books 
or what have you. 

Manufacturers who have never 
thought of advertising for Christ- 
mas business because of their feel- 
ing that their products do not prop- 
erly belong in that category, are 
advised to check the advertising as 
it appears during the next six 
weeks. They will probably note a 
lot of things which are given the 
Yuletide spotlight with less excuse 
than their own would have. It’s all 
a question of setting the stage, de- 
veloping a merchandising and pack- 
aging plan, and then telling the pub- 
lic all about it through advertising. 
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Only Fifty Good Copy-Writers? 


Bruce Barton is quoted in an in- 
teresting article in the ever-sprightly 
New Yorker as saying that there are 
only fifty good copy-writers in the 
United States. If Mr. Barton said 
that, we think he is decidedly con- 
servative. Perhaps he meant that 
are are only fifty great copy-writers 
serving advertisers at present. 

However, nobody will be inclined 
to question the general implication 
of the statement, that the supply of 
really good men for the copy-writing 
job is far below the demand. Adver- 
tising has grown at a tremendous 
pace during the past decade, and it 
is quite evident that the supply of 
qualified talent for the actual pro- 
duction of advertising copy has not 
expanded with the volume of work 
to be done. 

If this means anything, it means 
that advertising is prepared to ex- 
tend its choicest rewards to men who 
can write good advertising. Instead 
of flocking to Hollywood, the clever 
writers of stories and plays might 
well betake themselves to the offices 
of advertisers and agencies. Mr. 
Barton himself got his best training 
as an advertising man while editing 
a weekly magazine. There are prob- 
ably a lot of clever editors and staff 
writers and reporters on magazines 
and newspapers who would find a 
profitable and satisfying metier in 
advertising. 

Most of them, however, would 
have to change their ideas about ad- 
vertising in order to succeed at it. 


They have the impression that it is 
something of a racket, a business 
where things are “put over” by 
plausible mendacity and skillful ex- 
aggeration and where fake testi- 
monials are relied on to sell goods 
which would be unsalable if pre- 
sented exactly as they are. 

There is a lot of bad advertising, 
of course; partly because there is a 
lack of good men to produce it, and 
partly because some advertisers in- 
sist on taking the short cuts to pub- 
lic attention. But most of it is sound 
and sincere, performs a real service, 
and should make a proper appeal to 
the imagination of those who would 
like to play a part in the mighty 
romance of supplying human needs 
and moving the world’s goods. 


As advertising attracts more peo- 
ple of real talent, who can write 
good copy becouse they can see past 
a common-place appearance to ulti- 
mate use and enjoyment, the busi- 
ness will make their work worth 
while. Advertising has always re- 
warded its salesmen, but advertising 
is essentially a business of ideas, 
and the most successful salesman of 
advertising is someone with a good 
idea. 

Consequently, let literature and 
the drama beware! Advertising is 
prepared to compete on even terms 
with Hollywood and Broadway for 
the sort of writers who are prepared 
to join Mr. Barton’s distinguished 
fifty. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


176. The Golf Market. 


This 8-page brochure is the an- 
nual survey of the golf market pub- 
lished by Golfdom, Chicago, and is 
recognized as the authoritative sta- 
tistical presentation of this field. It 
reports on the number and divisions 
of golf players and clubs, capital in- 
vestment in property and equipment, 
administration and maintenance, a 
list of merchandise regularly bought 
by golf clubs, classified by depart- 
ments in which used, etc. The fea- 
ture of the survey is the discussion 
of trends and their origins. 


177. Banker’s Influence. 


A compilation of questionnaire re- 
turns from bankers giving their 
opinion concerning the purchase of 
farm equipment, dairy ‘equipment, 
tractors, lighting plants, etc. Issued 
by the Mid-Western Banker, Mil- 
waukee, 


156. Sell to Britain Through “The 
Daily Mail.” 

This pretentious 270-page book is 
said to be the first comprehensive 
analytical study of the British Isles 
as a market that has ever been pub- 
lished. It includes a general discus- 
sion of the entire market, a classi- 
fication of population as to sex, 
occupation, families, etc., by resi- 
dential areas, a survey of zones of 
sales control, analyses of markets 
for specific products and numerous 
maps and diagrams. The informa- 
tion has been edited with the par- 
ticular interest of American adver- 
tisers in mind. Distributed by the 
New York office of The Daily Mail 
of London. 


157. Idea. 


“One idea put across is worth 
more than 5,000 pages of space that 
didn’t get an idea across at all,” 
said C. F. Kettering, vice-president 
and general director of the research 
laboratories of General Motors Cor- 
poration. The comment was taken 
from an address incorporating an 
outsider’s intelligent criticism of ad- 
vertising, which has been published 
in an attractive booklet by The Fed- 
eral Advertising Agency, Inc., New 
York. 


108 The Detroit Market 


Facts and figures on traffic count, 
on available outdoor advertising lo- 
cations and other data of interest 
to national advertisers. Published 
by Walker & Co., Detroit. 


167. Better Homes Department. 

A folder issued by the Democrat 
and Chronicle, Rochester, to describe 
that paper’s campaign for remodel- 
ing old dwellings. 


168. The Best Idea in Advertising 
in Years. 


A folder published by the United 
Advertising Corporation, Newark, 
N. J., to explain its method of con- 
ducting test campaigns of outdoor 
advertising in co-operation with ad- 
vertising agencies and sales staffs. 


169. Connecticut Market Data. 


This 56-page booklet, published by 
the Market Data Bureau, New York, 
is the co-operative accomplishment 
of Connecticut newspapers and New 
York advertising agencies. It fea- 
tures comprehensive market infor- 
mation on all cities and retail trad- 
ing areas in the state. 


124. The Recorder Outlook. 


A monthly bulletin by Arthur D. 
Anderson, editor of Boot & Shoe 
Recorder, New York, which discusses 
the economic significance of new 
trends and forthcoming articles. 
The current issue comments upon 
the greatly lengthened selling sea- 
sons, 
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WHEN THE PRESIDENT CHANGES 
YOUR COPY— 


—Judge 


Be thankful you didn’t live 5,000 years ago 


This Advertisement 
Won Double Publicity 
To the Editor: Favorable com- 
ments ran very high on the Birds- 
boro advertisement attached, which 
appeared in Steel and The Iron Age. 


The entire layout, dealing in an 
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This advertisement of Flor- 
sheims appeared in an indus- 
trial paper. 


unusual manner with steel castings, 
naturally compelled reader interest 
in an industrial paper, and unques- 
tionably scored a point for Flor- 
sheim. 

A. R. Hanson, advertising man- 
ager of the Florsheim Shoe Com- 
pany, saw the advertisement and 
requested permission to distribute 
several thousand reprints to jobbers 
and distributors. This, of course, 
was granted. 

Lewis B. BRADBURY 

Mgr. of Adv., Birdsboro (Pa.) 

Steel Foundry & Machine Co. 
* *” *” 
Does “Cheer-Up” Copy 
Make Things Worse? 

To the Editor: I believe that 
many of the well-meant campaigns 
to stimulate buying are, to the gen- 


eral public, merely and solely remind- 
ers of the toughness of the times. 


No matter what the proponents of 
these drives think about it, many in- 


Voice of the Advertiser 


dividuals are being driven still 
farther back into their shells every 
time they are admonished to cut 
loose and buy freely. 

I think we who are looking for 
ways and means to crack the buy- 
ers’ strike ought to be careful that 
we do not go so far as to crack the 
budding Christmas spirit. 

In the meantime, it seems to me, 
good retail advertising, offering con- 
vincing values, is far more effective 
in getting things going than copy 
which asks people to spend “to help 
along toward prosperity.” 

JOHN L. MEYER 


Field Director, George W. Mead 
Paper Institute, Madison, Wis. 


* * * 


Use Direct Mail 


to Stir Up Dealers 

To the Editor: It is true that the 
cost of contacting small retail out- 
lets is high. Yet we do not feel that 
they can be entirely ignored. We in- 
tend to contact them personally as 
often as possible, and by mail twice 
monthly. 

In this connection, we are also 
soliciting the aid of the wholesaler, 
giving him a plan whereby his men 
can show the dealer a way to sell 
vacuum cleaners and to compete 
with the high-pressure canvassing 
crews which enter the town per- 
iodically. 

Statistics show that the utilities 
have concentrated their effort on the 
load builders, such as refrigerators, 
ranges, ironers, etc., and the direct 
selling crews are meeting with great 
resistance at the door. 

We feel, then, that the time has 
arrived for the dealer to step back 
into the picture, and to follow our 
plan of contacting potential buyers 
in his community. 

While we may be letting up a bit 
in our personal work with small re- 
tailers, we are increasing our direct 
mail effort. If we can educate this 
type of outlet to devote a fair 
amount of time to selling Royal elec- 
tric products, we believe it will be 
well worth while. 


W. E. HEIBEL 


Sales Promotion Mgr., 
P. A. Geier Co., Cleveland 


~~» 


Pipes oe renee oe ar ee oe path eS oe eee = erie alt Cae eens 5: 3 a % ie emit Be Pt ae = Rh ee <n een Rath is 8 ke a Te A esc ee ee 
te ee eee re ks tte ijk igs a eg t bee ee ore tee oa 7 Se : oo oe Pe sa ee pe e gs (i 4 Ke Series 2 é een Rie . ee Ae a 5 = aaa Gay a, rh = ai sa: PT i ° Pag GS 2 7 
a 8 Tema Wes eae NR evens, Sy yer TS Cee gre ree eo 0 a ae ee ele SC RE Ne ag em eli ee yo ire ime mL pel al Rm aa ee i ea eee en eee gees aX 
oe oe : 
ore et . 
; SR ERE EE EE Ft NR = nN 
wn OON@vepEaeg®ae@aeajleeeeElolanal[Z={"{zx{x{[{[{=—am{€k=&={zx={z&={«{~™i™ie=~y~=e=EE&E="” a | 
oH er 
a ) ee ae ee 
ee ig et 4 RAY » oe wet BS? ag a, Ce : 
Ate oa & f “a ‘ ¥ ~ Rey : * _ I 
WOE “7 ’ : 1 Py- + oes 
nF he ih hit tm mma mamas samamsasmemaaammc aaa asassaseaacamseaamarmneassreaasemsceme meal A . da pled <i ~ te ee 
Pee re : it me wid aid = BS .% y ge Te ‘ 
| we ~ ey & a ae RN tinge ‘$2 
: » , . oat i ae" 
| : S a | a 8: ap {ae 
u4 . ee 3 Qe ie 
ay a ~ - e 3 | eat fe ee" gn h 
Fe a ea een ——— - _ 3 ¥ ; aes aes Be $ aa ( 
ao a aye Via. ee ~ 
a none = 1 y 8 eee EO, i 
—-T a. a : gage eat 3 rei - 
| eo hare mas pak 
“a ae {ae 
r.rt=CSstCSS:;:;‘C;SCSCSCSC:CC LF; aa JAN} nebo 
so 3 ‘ yr kk if Py ' / “ 4 “ oa 
) aa Me es agate alist. Se 
eR Se oe ee ee C4 2+ ae 
: — m4 4 Bi +¥ ‘ - ) ¥ wit 2 
’ a iney mh ~ ae % T 7. ey tem a aa 2 
iS Be We ee alt. * baa ae 
FLEE ES ALT EE ET i A « Sure ee 
ee Y\see »> = Oo ak 
_ ee S eeaceracenaaiean 1a ETE IN WZ Dn i PR ee * 
4 & o~ eet, Ne 
: } f At VS ee) © <ie { on; its 
a ee : a a. eas ey } —m “es 
YD (ne) ene Bl kt tele 1 >. Pee 
1 EW |) as 
Lo ge Cw TAN eg "7 fos 
1 fia ee ee Vad | RY 
= | RAY FAY y e 
in ae ara, we get eat ag” er 
so ed > A ane a Beil 
% erin Fe es | rs Pivot). Re, f. a8 * is sae , i pa 
: ro et - ei KOS Se ; ar = ee — a 45 
| ®@ ». \et.\q- Be a 
ws ¥ 1a p> & E . a ae on" - ae: Mo ea = 
ay. (ae Coe “§ 
A '- ‘ | we Aw * ; 
Ng ge S a eT 12 cat ’ 
| 
| 
te onscripts 
; : oe ae S) d 
i ui an 
i ee, ‘ 
aig “s hee rc Be ‘ 
die ‘i ies ‘= go Pe, ety 
Ky = _ 
Tne etviee mat, teen Rowen Ea 
pe ey ne a) 
SSS SSS ( 
P| | 2 
a fF | 
| ; 
| 
| Pd 
| | 
ae 
| | 
a 
on 
| | - 
he 
| I : 
| I 


November 8, 1930 


ADVERTISING AGE 


Investment Bankers 
to Publish Paper 


Beginning with March or April, 
1931, Investment Bankers Associ- 
ation of America, Chicago, will begin 

ublication of Investment Banking, 
Virected to bankers, corporate and 
municipal borrowers and investors. 

John P. Mullen, formerly assistant 
educational director of the associa- 
tion, has been appointed editor and 
business manager. 


With Procter & Collier 


Ernest A. Burrill, shoe expert, 
has joined the Procter & Collier Co., 
Cincinnati agency. He is the author 
of “Profit.” 


No. 18 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


7 


thes conceive of the architect 
as a mere producer of plans 
is like regarding a physician as 
a mere producer of prescrip- 
tions, or a lawyer as a mere 
compiler of briefs. “Plans,” by 
which we mean drawings, speci- 
fications, memoranda, are but 
partial means to an end; they 
are mere fragmentary records 
of instruction to others regard- 
ing what the architect wants 
done. If you have ever had the 
opportunity to see a building 
erected by a builder who was 
guided solely by a set of plans, 
and then to see what the archi- 
tect himself produced from that 
same set of plans before they 
were stolen for misuse, the real 
futility of plans alone would be 
quite apparent to you. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


ots Audie: Jad 


Publishers of 


ARCHITECTURE 


— the professional journal—and 


of books on architecture 


A member of the National Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Business Papers, Ine. 


es 
jTEAR 


’ CHARLES SCRIBNER'S SONS ' 
1 597 FIFTH AVE., NEW YORK J 
Please send without charge a copy of J 
j This Man the Architect"’ } 
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0. K.'S NEGATIVE 
COPY APPEALS 


Detroit, Mich., Nov. 6.—Don’t be 
afraid of negative appeals in adver- 
tising, as long as the idea is sound 
Robert R. Updegraff, of New York 
told the Detroit Retail Institute. 

Mr. Updegraff, formerly an editor 
of System, pointed out that many <¢ 
good “won’t” idea has been used 
effectively. 

“Lux has been put over on the 
idea that it won’t shrink woolens,’ 
he said. “Old Gold started it and 
now nearly every cigaret talks about 
throat protection. And a Chicago 
restaurant (Henrici’s) has sold it- 
self on the appeal: ‘No orchestral 
din’.” 

Other copy ideas suggested were: 

“Study the things your product 
will do that others won’t. For 
example, ‘Rinso soaks your clothes 
clean’ and ‘Pepsodent removes the 
film.’ 

“Study the inherent qualities of 
vour product. Heinz stressed the 
fact that Heinz beans are oven- 
baked. Switzerland cheese points 
out that such cheese can be pro- 
duced only in the Alps. Franklin 
capitalizes the fact it is an air- 
cooled motor car. The New York 
Central drives home the thought 
that you can sleep on its ‘water- 
level route.” A Cleveland laundry 
advertises that it is run by a 
woman. 

List Product’s Uses 

“List all possible uses of your 
product and the result may amaze 
you. Listerine is the shining example 
of this. It was made to serve 150 
purposes. Then some genius called 
in halitosis and things began to 
happen. Listerine also uses two 
other appeals—its astringent quali- 
ties and its dandruff-curing power. 
Lux sales began picking up when 
the idea was put across that it can 
be used for dishwashing and won’t 
redden hands. 

“Study the public service angle 
of your product. Simmons sells a 
good night’s sleep rather than beds 
or mattresses. ‘Three-minute oats’ 
and ‘You can have fried chicken as 
quickly as toast’ are similar appeals. 
Another one is: ‘Two dollars in- 
vested in Vogue will save you $200.’ 

“There is too much desk-bound 
copy. Talk to policemen, elevator 
boys, cab drivers. One such investi- 
gation revealed that thousands of 
people don’t know that - ‘sterling’ 
silver and ‘solid’ silver are the same. 

“Think into the sales problem. I 
really want to commend thinking, 
the hardest thing we do. Some one 
advertising Crane bathroom equip- 
ment thought through the brown- 
stone houses along Fifth Avenue 
and gave birth to this one: ‘Trade 
an old clothes closet for a new bath- 
room.’ 

“The Greatest Mother” 

“During the World War some one 
thought through the activities of the 
American Red Cross and clinched it 
with the caption: ‘The greatest 
mother in the world.’ 

“Sweat over your product. Use it, 
eat it, wear it. Try to sell it your- 
self. Go behind a counter or pound 
the pavements. It’ll help your copy 
appreciably. 

“Add something to your product. 
Chase & Sanborn have added the 
selling point that its product is 
dated. Bruce Barton put over the 
Harvard classics with the ‘15-minute 
a day’ idea. 

“Keep your eyes, ears and mind 
wide open. A humorist once ex- 
plained that he was able to continue 
being funny because he spent all 
his waking hours looking for the 
ridiculous side of every experience. 
The same thing can be applied to 
writing advertising copy. 

“And you may be sure of this: 
You haven’t a good idea unless it 
can be expressed in a sentence, a 
phrase or, perhaps, a single word.” 


Reduces Color Rate 


Effective with its January issue, 
the four-color rate of Redbook Mag- 
azine, New York, will be reduced 
from $3,400 to $3,000 a page, with 
a larger net.paid guarantee. 


THE MEETING 
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Soap Figures 
Feature Copy 
on Ivory Snow 


New York, Nov. 6.—Teaser copy 
dramatizing the steps leading to 
matrimony, the illustrations consist- 
ing of figures sculptured in soap, is 
being used by the Procter & Gamble 
Company to introduce Ivory Snow, 
the company’s newest product. 

The campaign is nation-wide, and 
for the present is confined to street 
car cards, Miss Mary Shomier, 
account executive of the Blackman 
Company, in charge of Ivory soap 
advertising, explained. 

A series of four cards is being 
used. In the first of these the fig- 
ures are those of a young man and 
young lady meeting for the first 
time; in the second the young man 
is shown serenading the lady; in 
the third he is proposing to her, 
and in the fourth they have just 
been married. 

In each card the figures are sur- 
rounded by flying particles of Ivory 
snow against a colored background. 
The copy on the cards reads: 

“Act 1. The meeting. Fate? No 
—it was the Ivory Snow. 

“Act 2. The serenade. Will he 
catch cold? No—it’s Ivory Snow. 

“Act 3. The proposal. Do they 
care? No—it’s Ivory Snow. 

“Act 4. The wedding. Rice? No 
—it’s Ivory Snow.” 

The sculpturing was done by 
Harry Jay Storms, one of the prize 
winners in the last soap sculpture 
contest conducted by Procter & 
Gamble. This is an annual event 
that attracts wide interest. 

The next series will portray the 
post-nuptial adventures of the 
couple. 


Ahrens Has Agency 


The Ahrens Publishing Co., New 
York, publishers of hotel and allied 
papers, has appointed Harry Latz, 
Inc., New York, to handle its ac- 
count. Business magazines and di- 
dect mail will be used. 

The company has announced its 
annual award for the best work by a 
senior in the Cornell University 
hotel course. The winner will get a 
round-trip ticket to Europe, $100 in 
cash, and a position during the sum- 
mer of 1931 in a European hotel. 


With Refrigerating Paper 
James W. Poe has become business 
manager of Refrigerating Engineer- 
ing, monthly paper published by the 
ae she Society of Refrigerating 
ngineers, New York. 
Mr. Poe has been associated with 
the Butterick and Hearst organiza- 
tions, among others. 


The first of a series of sculptures used in an introductory 
street car card campaign for Ivory Snow. 


Start “Furniture News” 

The Wisconsin Furniture News, 
official organ of the Wisconsin Retail 
Furniture Dealers Association, will 
squeee from Milwaukee November 


E. J. Blacky is editor; T. E. 
Stickle, directing editor, and G. L. 
Stutz, advertising manager. The 
Editorial Service Company is pub- 
lishing the paper. 


New Role for Beach 


Brewster S. Beach, formerly ad- 
vertising and sales manager of 
American Gas Products Corp., New 
York, has become advertising man- 
ager of the Carrier-Lyle Corp., New- 
ark, N. J. 


Bugs Baer Is Member 
of New York Club 


Arthur (Bugs) Baer has applied 
for membership in the Advertising 
Club of New York. In his applica- 
tion, Mr. Baer stated he is a member 
in good standing of the Campfire 
Girls. 

Other members of the Advertising 
Club: Harrison J. Bligh, president, 
National Trade Journals, Inc.; John 
S. Burke, Tefft & Co.; Ralph C. 
Caples, Caples Co., Chicago; William 
S. Drake, Barron G. Collier, Inc.; 
Morris M. Davidson, Interwoven 
Stocking Co., New Brunswick, N. J.; 

Robert E. Farley, R. E. Farley 
Organization; George A. Mackie, 
Rod and Gun, Montreal; Walter B. 
Neuberg, president, P. K. Frowert 
Co.; Edward B. Prial, The Chief; 
George H. Sherwood, advertising 
manager, Bryan Davis Pub. Co.; 
William B. Stubbs, Hotel Graycourt. 


Has Fabric Account 


Holliston Mills, Norwood, Mass., 
have retained Badger and Browning, 
Boston, to direct their advertising, 
merchandising and sales promotion. 


RUPERT ff] THOMAS 


Lo — the poor 
architects 


Busy men—75% of all building 
construction goes over eir 

rds. They want to know 
about new products, new uses, ~ 
new developments. Your sales- 
men work hard to see them— 
and to sell them. They can’t see 
all salesmen—but they do read 
their professional magazines. 
Do your advertisements 
them the facts they want? 
We have facts we’d like to sub- 
mit showing results when archi- 
tectural copy is written by men 
who understand the architect— 
copy based on facts the archi- 
tect wants. 


give 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


the 


ask 


- HOSPITAL 


MANAGEMENT 
is the best buy in 


hospital field ... 
for data folder just 


issued full of facts and 
figures . . . « e 


Hospital Management, Chicago 
537 South Dearborn Street 
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ADVERTISING AGE 


November 8, 1930 


All-Year Club 
Claims Lowest 
Waste Ratio 


Los Angeles, Cal., Nov. 6.—A total 
of 96.6 per cent of every dollar sub- 
scribed was invested in nationa 
advertising by the All-Year Club 
Southern California’s national tour- 
ist advertising organization, during 
the first ten months of this year, it 
was anounced in a report to the 
board of directors by the finance 
committee, of which A. Frank i: 
chairman. 

“The same ratio prevailed in 192¢ 
and 1928,” said Mr. Frank, in com- 
menting on the report. 

“The campaign overhead for the 
first ten months was only 3.4 per 
cent, the lowest of any community 
advertising campaign in the world. 

“According to the United States 
Department of Commerce, the aver- 


HOW SOCONY USES ANIMATED CARTOONS IN NEWSPAPER ADVERTISING 


age overhead for community adver- 
tising campaigns is 12 per cent. 

“Every effort is being put forth 
to continue an efficient and economi- 
cal administration of this tourist 
travel development work, which 
was a potent factor in 1929 in bring- 
ing 1,066,722 travelers who spent 
$418,526,392.” 


RADIO 


“Via CcwmyD 


No.9 


Chicago 


WHO? 


A manufacturer of a nationally dis- 
tributed and well-rounded line of 
dairy products says, “Radio is here as 
another dimension of advertising. It is 
here notto supplantany other medium, 
but to act as a natural tie-up with 
newspaperand magazine campaigns. 
We receive an average of over 1100 
weekly requests from our radio audi- 
ence for our recipe book.” 


The complete story may be secured from 


SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 
Philadelphia 


Detroit Boston Dallas 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 


like a lovy-dovy wedding cake? No! 


Typography made starkly repulsive by 


the “back-to-ugliness” cultists? No! 


We stand, squarely between the two, 


for the naturalness that is art and 


the beauty of simplicity 


LEE & PHILLIPS, INC. 


Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


Successors to 


MONTAGUE LEE COMPANY, INC. @ FREDERIC NELSON PHILLIPS, INC. 
GRAPHIC TYPESETTING CORP. @ CAXTON TYPOGRAPHERS, INC 


RETAIL COPY IS 
CLASSIFIED BY 
SONNENSCHEIN 


Says There Are Three Schools 
of Thought. 


New York, Nov. 6.—‘Advertising 
can be consistent in many ways, but 
no advertising is more effective than 
that which is consistently interest- 
ing,’ Hugo Sonnenschein, publicity 
director of Gimbel’s, said in an 
address in the New York Times’ 
course in retail advertising. 

“Interest is achieved largely by 
the avoidance of stark repetition. 
Advertising which merely repeats 
itself in ideas—or lack of ideas—is 
as boresome as a declining stock 
market.” 

Mr. Sonnenschein said that Wana- 
maker’s is one of the most effective 
retail advertisers in the United 
States. 

“There are some stores which 
have a daily page in which they aim 
to give something of a store pic- 
ture,” he said. 

“In this page they endeavor to 
record as many of the day’s offer- 
ings as it is physically possible to 
squeeze in. When I look at such a 
page, on which may be jumbled 
everything from a chicken dinner 
to toilet seats, I get the feeling that 
the advertising man requires no 
more imagination than a subway 
guard. 

“Fortunately, that kind of adver- 
tising is rapidly passing, although 
many stores still thrive on it. It is 
obvious that such copy can appeal 
only to the avid bargain-hunter, the 
customer who shops here today and 
there tomorrow, not a patron of 
good merchandise but a scavenger 
of odd lots and remnants. 

“It is, in itself, enough to repel 
any person of taste or discrimina- 
tion from any possible contact with 
such an establishment. You may 
think that it is impossible to make 
advertising based on this theory 
really attractive and yet Wana- 
maker’s advertising is beautifully 
done. 

“Over a period of years, they have 
perfected their daily page until to- 
day it is a model of timely merchan- 
dise offerings, pertinent, lively copy 
and clear illustrations. You will 
often find more good advertisements 
in one Wanamaker page than in the 
rest of the paper. 

“When great care is consistently 
put into this kind of advertising, it 
can win a wide and loyal readership. 
There will be people who read it as 
regularly as any other feature of 
the newspaper.” 


Two Other Methods 

One recent development of depart- 
ment store advertising is the spec- 
ialty shop plan, Mr. Sonnenschein 
pointed out. This calls for the fea- 
turing of related lines in separate 
advertisements. Such advertising 
usually requires more space than 
when the items merely form part of 
a store page. 

Still another school of department 
store advertising calls for the divi- 
sional form, in which each of the 
store’s major divisions is treated as 


a separate unit. The men’s depart- 
ments, for instance, are treated as 
a group, as are women’s ready-to- 
wear, children’s departments, etc. 

“This plan, like a Broadway 
pansy,” said the speaker, “is 
obviously a compromise. It may 
have a great deal of charm, but not 
enough vigor. 

“In a store which has eight major 
divisions, it is not possible under 
this plan to give more than two or 
three divisions strong publicity on 
any given day, and in most stores 
such a method is apt to bring about 
a lop-sided condition in the next 
day’s business. 


Used by Saks 


“Nevertheless, such advertising 
can also be successfully carried out. 
In fact it has been by Saks-Fifth 
Avenue when that store has seen 
fit to make use of newspaper adver- 
tising. 

“Some of the stores use the one- 
column plan of advertising and it is 
possible to get a clever sketch in 
about one-half or three-quarters of 
the space and to use the other space 
to describe the article advertised. 
Some stores use two columns for 
this kind of advertising. 

“Bonwit Teller advertising is 
based on the two and three column 
space. Stores usually use eight 
columns if they want to make a 
tremendous smash in selling a cer- 
tain article or articles. 

“T.have found out that small copy 
is effective and more productive 
than large copy. I should say that 
the reason small advertisements are 
usually effective is that the layout 
man is confronted with the problem 
of forcefully describing his article 
in limited space. The merchandise 
that goes into an advertisement like 
that is usually a single item.” 


Pioneer Mitchell 


Papers Are Merged 
Following the recent death of A. J. 
Mitchell, president of the Chicago 
company publishing American Miller 
and American Elevator and Grain 
Trade, those papers have merged. 

American Miller will be combined, 
with the December issue, with Na- 
tional Miller, Chicago. The National 
Miller Publications, Inc., has been 
formed to publish this paper and 
several annuals. 

Leuis A. Koch is president and 
business manager; A. H. Mitchell, 
treasurer and promotion manager; 
Newton C. Evans, vice-president and 
managing editor; J. H. Welcome, 
secretary and advertising manager. 

American Elevator and Grain 
Trade has been merged with the 
semi-monthly Grain Dealers Journal 
and bi-weekly Grain World, formerly 
Price Current Grain Reporter. 

The consolidated papers will be 
vublished monthly at Chicago as 
Grain and Feed Journals Consoli- 
dated, under Charles S. Clark. 


Advertise Pickles 


An advertising campaign involv- 
ing $50,000 was authorized at a 
meeting of the National Pickle Pack- 
ers’ Association in Chicago this 
week. The campaign will be handled 
by Young & Rubicam, New York. 

Magazines, newspapers and radio 
will be used. 


Place Gun Grease Copy 

Frank A. Hoppe, Inc. Philadel- 
phia, manufacturer of gun cleaning 
specialties, has placed its account 
with the E. A. Clarke Co., of that 
city. 


“Records” Moves 


National Advertising Records, 
New York, has moved to 853 Broad- 
way. 


McKinney Copy 
Gave Hinges a 
‘Body and Soul’ 


Pittsburgh, Pa., Nov. 6—Assert- 
ing that “there is a decided trend 
among progressive wholesalers and 
retailers to study a manufacturer’s 
policy as well as his product,” the 
McKinney Mfg. Co. is emphasizing 
its methods in current trade paper 
advertising, with J. P. McKinney, 
Jr., president of the company, sign- 
ing the copy. 

“McKinney policies are so clear- 
cut that they can be presented in 
black and white in this small space,” 
said Mr. McKinney. 

“First, McKinney products are not 
sold to chain stores or mail-order 
houses. 

“Second, development work is con- 
centrated on the perfection of spe- 
cialties that will remove the legiti- 
mate hardware trade from profitless 
competition.” 

Another part of the advertisement 
says that “nine out of ten consumers 
have never heard of any other make 
than McKinney hinges because ‘Mc- 
Kinney gave hinges body and soul.’ 

This was accomplished by em- 
phasizing their decorative import- 
ance, perfecting hinges to carry un- 
usual loads, and by adding new 
duties for the hinge to perform— 
such as friction control for hospitals. 


Studio-Kitchen 
Has Big Year 


e e 
in St. Louis 

St. Louis, Mo., Nov. 6—Taking 
pity on artists and photographers 
who were confronted with the serv- 
icing of food accounts, with no first- 
hand knowledge of the proper ef- 
fects, Miss Billie Lewis opened a 
studio-kitchen here about a year 
ago. The studio is still going strong. 

When an artist has the job of por- 
traying a stack of hot cakes, fresh 
from the oven, for a syrup manu- 
facturer, for instance, he grabs his 
tools and repairs to the Lewis 
studio-kitchen. Here the pancakes 
are cooked and set before the artist, 
who may thus paint his subject 
from life, unless he decides to eat 
the cakes and rely on his memory 
for the rest. 

Experts say that the browns and 
yellows of pancakes are brightest 
only while the cakes are hot. 

Miss Lewis does not confine her 
work to pancakes. She produces 
any delicacy on short notice. Her 
kitchen also serves as a laboratory 
for home economic experts in the 
development of new recipes. 

Another function is to set the 
stage when an artist or photog- 
rapher needs a dinner scene in his 
business, and ®%inds that his imagi- 
nation is somewhat faulty. 


Join Cincinnati Club 
Leonard B. Melching, of the Early 
& Daniel Co., is a new member of 
the Advertisers’ Club of Cincinnati. 
Others are Edward Wertheimer, 
Jr., Archer Advertising Co., and 

T. P. Price, Pugh Printing Co. 


Meister Promoted 
Gilbert Meister, formerly in the 
Cleveland office of Highway Engi- 
neer and Contractor, Chicago, has 
been appointed Eastern advertising 
yen. with headquarters in New 
ork. 
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SCENE AT HUPP’S SECOND ANNUAL “SKY ROAD PARADE” 


The ceremonies incident to Hupmobile’s sky parade and drive-away. Right to left, S. L. 
Davis (in flying togs) sales manager of the Gambill Motor Co., Chicago; R. S. Cole, vice- 
president in charge of sales; DuBois Young, president, shaking hands with C. E. Gambill, 
Chicago; C. D. Hastings, chairman of board; Frederick Dickinson, advertising director; 
J. W. Ellet, purchasing agent, and H. N. Nickerson, superintendent of the Cleveland plant. 


FLORSHEIM ON 
AIR WITH NEW 
WOMEN'S LINE 


Early Days of Shoe Company 
Recalled 


The Florsheim Shoe Company, 
Chicago, went on the air November 
2 over the National Broadcasting 
Company’s network with the Flor- 
sheim Sunday Feeture in behalf of 
its new line of women’s shoes. The 
broadcast will be offered every Sun- 
day at 3 p. m. 

The radio offering supplements 
advertising in the Ladies’ Home 
Journal, Good Housekeeping and a 
number of newspapers. 

Distribution of the new line 
offered little difficulties, most of the 
dealers who held franchises for the 
well known Florsheim men’s shoe 
being glad to add the new product. 

The Florsheim Shoe Company was 
formed in 1902 by Milton S. Flor- 
sheim and two younger brothers, 
Louis and Felix. By 1906, the com- 
pany was doing an annual volume 
of $400,000, about half of which 
was on @10es bearing the Florsheim 
brand and the remainder on private 
brands made for jobbers. 


Turn New Leaf 

Harking back to the early days 
of the business, $200,000 looked like 
a lot of money. Looking ahead, it 
didn’t seem so important. So the 
Florsheim boys tossed the jobber 
business overboard and turned to 
advertising to build new volume. 

While the company is known as a 
larger user of quarter pages in The 
Saturday Evening Post and other 
magazines, it has developed into a 
full page advertiser during peak 
seasons. It has also done some in- 
teresting experimenting. 

One of these tests consisted of 
using four quarter-pages, rather 
than a full page, in a given issue 
of a magazine. The theory is that 
at least one of these scattered dis- 
plays will be noticed by the 
“thumbers,” while the “every page” 
readers will marvel at the number 
of times the Florsheim copy ap- 
pears. 

The company’s most recent adven- 
tures were in the realm of broad- 
casting. It did some laboratory 
work in 1929, and this year is on 
the air over 45 stations of the N. 
B. C. chain, the program featuring 
its well known shoe for men. 


Liked by Students 
Striking proof of the success of 


the company’s consistent advertis- 
ing policy was afforded by a-recent 


DITCHED $200,000 


Milton S. Florsheim 


shoe survey undertaken by College 
Humor. In reply to a questionnaire 
sent to 2,500 fraternity chapter 
presidents, 226 replied that they 
were most impressed with Florsheim 
advertising. Bostonian was second 
with 45. 

Florsheim also led as the brand 
of shoes usually bought, 222 indi- 
cating this preference compared 
with 117 for Bostonian. 

The company’s daily production 
now amounts to 12,000 pairs. It is 
credited with being the largest 
manufacturer of men’s shoes in the 
$10 bracket. 

A. R. Hanson is advertising man- 
ager of the company, and _ the 
McJunkin Advertising Company 
handles the account. Harold Flor- 
sheim, son of the founder, super- 
vises sales and advertising and it is 
reported that Milton S. Florsheim 
himself likes to look over the proofs 
before the copy is given a final O. K. 


Shoots Big Moose 

J. R. Howard, 18-year old son of 
Roy Howard, chairman of the board 
of the Scripps-Howard Newspapers, 
shot a 1,100-pound moose on a hunt- 
ing trip in Canada. 

Besides Mr. Howard and his son, 
the party included G. F. Parker, 
editor-in-chief of the Scripps-How- 
ard Newspapers; W. D. Chandler, 
general manager; Carl _ Bickell, 
United Press, and Fred Ferguson, 
New Enterprise Syndicate. 


Credit Survey Ready 


The three volumes comprising the 
National Retail Credit Survey have 
come from the presses and may be 
obtained from the Superintendent of 
Documents, Government Printing 
Office, Washington, D. C. The price 
is 10 cents each. 


Has Radio Department 

T. H. Yull has become chief of 
a new radio department established 
by McConnell & Ferguson, Ltd., 
London, Ont., agency. 


Bankers’ Group 
Condemns Ford 
Dealer Policies 


New York, Nov. 6—A resolution 
recently adopted by a _ banking 
group, condemning the dealer poli- 
cies of the Ford Motor Company, 
was included in a recent bulletin 
of the National Automobile Dealers 
Association. 


The resolution, adopted by Group 
7, Illinois State Bankers Associa- 
tion, said: 

“Whereas, for many years it has 
been the opinion of many bankers 
over the country that the policies of 
the Ford Motor Company in deal- 
ing with their agents were ex- 
tremely unfair and discriminatory 
not only to their agents, but to the 
banks furnishing financial aid to 
them, 

“And whereas it is the opinion 
of the members of Group 7 that 
very few of the dealers holding con- 
tracts with the company are oper- 
ating at a profit, and that their 
failure to do so is largely caused 
by the unfair and one-sided con- 
tract which they have with the 
Ford Motor Company, 


“And whereas the said contract 
affords the dealer no _ protection 
against a reduction in prices and 
requires that dealers have for their 
places of business only such places 
as are approved by the Ford Motor 
Company, 


Other Alleged Policies 


“And whereas the Ford Motor 
Company has in many cities re- 
quired’ the expenditure by dealers 
for buildings and equipment of 
large sums of money entirely out 
of proportion to the ability of the 
dealer to finance, and has there- 
after without warrant given fran- 
chises and agencies to dealers in 
competition with such _ dealers, 
thereby stimulating the trading in 
of used cars at inflated prices, and 
thereby creating an unhealthy con- 
dition in the automobile business, 


“And whereas shortly prior to the 
placing on the market of the new 
1930 model the Ford dealers of the 
country were in many cases at 
least, required to take and pay for 
and have on their hands, large 
quantities of 1929 model cars, which 
would shortly become obsolete, and 
most of which had to be sold, not 
only without profit but in many 
cases at a loss on account of the 
change in model, and the reduction 
in price by the Ford Motor Com- 
pany. 

“And whereas we have been in- 
formed and have every reason to 
believe that many dealers in Ford 
cars have been advised by represen- 
tatives of the Ford Motor Company 
that unless they took and carried 
on their floors, Lincoln cars, that 


their contract or franchise would be 
canceled, 

“Be it resolved by Group 7, Illi- 
nois Bankers Association, that we 
do most heartily disapprove of the 
unjust methods being practiced by 
the Ford Motor Company in deal- 
ing with their agents in the effort 
to obtain a larger distribution of 
cars, as we believe the plan would 
only result in a merciless trading in 
of used cars at inflated values. 
which would undoubtedly result in 
osses to the dealers and indirectly 
to their banking connections.” 


International 
Association Is 
Functioning 


New York, Nov. 6—With the ap- 
proval of the constitution and by- 
laws of the new International Ad- 
vertising Association by the board 
of directors of the Advertising Fed- 


eration of America, the new organi- 
zation is ready to function. 

The other two members of this 
organization are the Advertising 
Association, Inc., of Great Britain, 
and the Union Continentale de la 
Publicite (Kontinentaler Reklame 
Verband) representing Continental 
Europe. 

With the president of the A. F. A. 
serving ex officio, the permanent 
International Council of 15 is made 
up as follows: 

America—Gilbert T. Hodges, New 
York Sun, president A. F. A.; 
Charles C. Younggreen, Dunham, 
Younggreen, Lesan Company, Chi- 
cago; J. E. Rogers president, Ad- 
dressograph Co., Chicago; H. K. Mc- 
Cann, McCann-Erickson Co., New 
York; C. King Woodbridge, Prince 
& Whitely, New York, chairman. 

Great Britain—Lord Riddell, C. 
Harold Vernon, Walter Henman, 
George Scott, Sir William Crawford. 

Continental Europe—Max Riese- 
brodt, Etienne Damour, Frantisek 
Munk, M. L. Levisson, Commenda- 
tore Caimi. 


as us. 


follow. 


Everything’s Fine, Thank You 


Our Advertising Revenue 
Has Increased This Year | 


Woruen an organization is happy in these 
days, everybody ought to know about it. Our 
advertising revenue for the first eleven issues 
of this year is greater than for the correspond- 
ing period in 1929—and last year was no slouch 
either. We also have the satisfaction of knowing 
that we are doing a big job in a big way for our 
advertisers. That makes them happy as well 


The American Restaurant Magazine covers the 
cream of the gigantic restaurant industry of 
the United States—and at the lowest advertis- 
ing rate per thousand of circulation in the 
restaurant publishing field. These are only a 
few of the reasons why we are in high spirits 
in the face of Prohibition. 


More reasons to 


The American Restaurant Magazine 


Published by 


Patterson Publishing Company 
5 South Wabash Avenue, Chicago 


Also publishers of American Resorts, a monthly magazine 
devoted exclusively to the operation of all typ¢s of resorts, perma- 
nent camps, dude ranches, country clubs, and similar enterprises. 


Always say 
cep & A’ 


—because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 


Company 
Electros - Stereos - Mats 


712 FEDERAL STREET . CHICAGO 


TAXI WEEKLY 


The trade newspaper of the 
taxicab industry 


STREET TRAFFIC 
NEWS 


Eastern authority on street 
and highway traffic 


GASOLINE 
RETAILER 


National trade newspaper 
of the gas and oil 
distributor 


—— 
All Published at 
54 West 74th St. 
"NEW YORK 
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Dazzling Picture Is 
Painted by Editors 


New York, Nov. 7.—Where are 
the advertising accounts of tomor- 
row and the next ten years coming 
from? ; 

The question was answered in 
part at least by editors and other 
authorities representing leading busi- 
ness publications, who spoke at the 
opening session of the fall confer- 
ence of the Associated Business 
‘Papers, Inc., at the Commodore 
Hotel yesterday morning. 

A thrilling picture of the remark- 
able changes which are coming about 
in industry was painted, and new 
products and their applications were 
forecast in specific terms. At the 
same time equally far - reaching 
changes in distribution methods were 
predicted, with “marketing labora- 
tories” set up by business to play a 


Here’s How to Sell 
Food Store Equipment 


Send your message along 
with that of this maga- 
zine, which tells modern 
food distributors the how, 
what and why about 
equipment needs. It 
reaches every type 0 
food distributor, with em- 
phasis on those who are 
coordinated merchan- 
disers (chains, voluntary 
chains, direct-buying re- 
tailers, department store 
food departments ). Write 
for information. 


The New Era in 


FOOD DISTRIBUTION 
37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


part comparable to that of the re- 
search and engineering laboratories 
which are standard in_ industry 
today. 

Thomas S. Holden, vice-president 
of the F. W. Dodge Corporation 
New York, said that new designs 
and methods of construction are 
coming in. There will be a greater 
degree of assembly of building ma- 
terials in the factory to eliminate 
the costly hand-assembly in vogue 
today. The Chicago World’s Fair of 
1933 will dramatize many of the 
striking changes which are under 
way, and will abolish slavish adher- 
ence to traditional styles in archi- 
tecture. 

He also predicted an era of hous- 
ing operations on a large scale, 
comparable to the projects of the 
Metropolitan Life Insurance Com- 
pany, some involving the rehabilita- 
tion of the blighted areas of many 
of the large cities. 

Steel Needs Interpreter 

W. W. Macon, editor of The Iron 
Age, New York, said that the iron 
and steel industry, for the first time, 
is becoming publicity-minded, and is 
now endeavoring to present its story 
to industry and the public in the 
most interesting way. The need of 
the future will be for able adver- 
tising brains with which to carry 
out this task. 

Research laboratories in this in- 
dustry assure a constant flow of new 
materials. Rustless steel, Mr. Ma- 
con thought, would soon be produced 
on a tonnage basis which would 
justify its use in building construc- 
tion and elsewhere. Welded steel 
construction has been licked, and is 
now a practicable operation, though 
still more expensive than old 
methods. 

Norman Shidle, editor of Auto- 
motive Industries, Philadelphia, said 
that automobiles have ,not been 
standardized, but that we are at 
the beginning of a great era of 


will keep . you 
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Use the Coupon! 


Subscribe Now! 
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significant developments in all 
branches of advertising. 
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ICE COMPANY FINDS NEW WAY TO ADVERTISE 


The stepped glass panels in the new home of the Wisconsin Ice & Coal Co., Mil- 
waukee, resemble huge blocks of ice. The building is called “The Symbol of Health.” 


improvement in the design and con- 
struction of cars. In the marketing 
field, emphasis will be laid on serv- 
ice, and the sale of service, with its 
huge volume of replacement parts, 
will be the key to merchandising 
activities. The industry will be 
stabilized as to volume of new cars 
made each year, bringing even levels 
of production operations and em- 
ployment. 


Electrical Outlook 


Stanley Dennis, editor of Electri- 
cal Manufacturing and other Gage 
publications in the electrical field, 
predicted that many more new 
products would be produced in the 
next few years. The electric age is 
in its infancy. Products now un- 
dreamed of will be made and sold 
in the next ten years. The photo- 
electric cell is now developing a 
host of new uses and applications 
that are creating merchandising 
opportunities. Mr. Dennis said that 
distribution in the electrical field 
will be through the great jobbing 
chains, of which there are now 
three. 

Sidney Kirkpatrick, editor of 
Chemical & Metallurgical Engineer- 
ing, New York, said that the chemi- 
cal industry lives on change, and 
that by reason of new products such 
as lacquers, cellophane, rayon, plas- 
tics, etc., the industry has become 
almost depression-proof. New in- 
dustries are now coming out of the 
research laboratories of the chemical 
manufacturers. Molded furniture 
from synthetic plastics is one of the 
possibilities. Non-breakable and 
flexible glass, for use in building 
construction, is another prospective 
development. Natural gas, in liquid 
form, may soon be piped to homes 
and factories. 

Roy Wright, managing editor of 
Railway Age, New York, said that 
the transportation companies of the 
future will co-ordinate various forms 
of transportation, making possible 
store-door and house-to-house de- 
livery and eliminating much un- 
necessary competitive effort. Rail- 
roads have not yet reached the 
limits of efficiency in operation, but 
are planning changes in the type and 
design of their equipment. 


Frozen Food Era 


Paul I. Aldrich, editor of The 
National Provisioner, Chicago, spoke 
of the great developments which are 
coming about in the frozen food 
field, which will make the merchan- 
dising of fresh fruit, fresh meats 
and other perishables much more 
satisfactory and successful. 


L. W. Morrow, editor of Electrical 
World, New York, said that many 
new things are on the horizon, 
making for greater use of elec- 
tricity. The elimination of the man- 
ually operated telephone  switch- 
board, the use of the teletype and 
other electrical methods of transmis- 
sion, the mechanization of business 
operations, revolutionary changes in 
the building industry, the photo- 
electric cell—all of these things are 


hints suggesting the possibilities of 
the immediate future. 

Floyd Parsons, editor of Gas-Age 
Record, New York, told of the great 
developments in the distribution and 
application of natural gas through 
the construction of enormous pipe- 
lines from the production fields to 
the great cities. Air - conditioned 
homes and offices and enormous in- 
creases in road construction are 
among the developments to come 
about during the next ten years, 
which he predicted would show the 
greatest expansion in the history of 
the country. 

Milton Adler, of the Fairchild 
Publications, New York, said that 
the high cost of operating depart- 
ment stores and other large retail- 
ing establishments is leading to a 
demand for more efficient equipment 
to make net profits possible in this 
branch of business. 

Virgil Jordan, editor of The Busi- 
ness Week, New York, said that 
business revival depends largely on 
manufacturers and merchants ap- 
plying some of the “buy now” pres- 
sure they are putting on the public, 
to their own businesses. 

This session of the A. B. P. was 
presided over by Magnus Alexander, 
chairman of the National Industrial 
Conference Board, New York. 

Stanley Dennis, Electrical Instal- 
lation Record, New York, was elect- 
ed president of the National Con- 
ference of Business Paper Editors, 
succeeding G. D. Crain Jr., Class & 
Industrial Marketing, Chicago. 

Earl L. Shaner, Steel, Cleveland, 
was chosen vice-president; Sidney D. 
Kirkpatrick, Chemical & Metallur- 
gical Engineering, New York, treas- 
urer, and Thomas H. Ormsbee, New 
York, secretary. 

Members of the executive commit- 
tee are Arthur D. Anderson, Boot & 
Shoe Recorder, New York; Norman 
Shidle, Chilton Class Journal Com- 
pany, Philadelphia; John M. Car- 
mody, Factory & Industrial Manage- 
ment, Chicago; George H. Priest Jr., 
American Paint Journal, St. Louis; 
William Dodge, American Machinist, 
New York; A. G. Oehler, Railway 
Electrical Engineer, New York, and 
Mr. Crain. 


A resolution was adopted asking 
congress to admit business paper 
editorial representatives at Wash- 
ington to the press gallery, in view 
of the growing importance of legis- 
lation affecting business. The reso- 
Ivtion was proposed by Paul Wooton, 
Washington correspondent of the 
McGraw-Hill Publications. 


At the morning session of the 
conference, business conditions were 
discussed by Julius H. Barnes, 
chairman of the National Business 
Survey Conference, and Edward E. 
Hunt, secretary of the committee on 
economic changes. 

At the final session of the Asso- 
ciated Business Papers relations 
with advertising agencies were an- 
alyzed by Col. Willard Chevalier of 
Engineering News-Record, New 
York, chairman of the agency rela- 
tions committee. 


Utilities Must 
Keep Record of 
Merchandising 


Madison Wis., Nov. 6—In view 
of the charges of hardware dealers 
and others that public utilities sell 
appliances below cost in order to 
build a heavier load, it is interest- 
ing to note that on January 1, 1931, 
Wisconsin will require separate ac- 
counting on merchandising activities. 

Profit or loss in these departments 
will no longer be taken into account 
in determining rates. 

The law provides: 


1. All those offering for sale 
equipment such as gas and electric 
ranges, appliances and other elec- 
trical equipment, must keep separate 
books for their merchandising busi- 
ness. These accounts must show all 
sales of merchandise. 


2. All charges for advertising ar- 
ticles offered for sale by public utili- 
ties must be charged to the adver- 
tising account. 


8. All storeroom space, either for 
storage or display for sale of equip- 
ment must be paid for as a merchan- 
dising charge. 

4. All labor in any way connected 
with the sale of equipment must be 
charged to the merchandising ac- 
count. 


Ford Expert Forms 
Agency in Detroit 


Norton T. Brotherton, for several 
years closely connected with the 
advertising department of the Ford 
Motor Co., has formed Brotherton, 
Inc., a general advertising agency, 
in Detroit. 

Mr. Brotherton is president; E. 
W. Andrews, late of Brooke, Smith 
& French, vice-president; B. G. 
Clare, in charge of publicity and 
aeronautics; Ralph Davis, late of 
Ford and Chrysler, copy and art; 
W. B. McLilellan, direct mail; C. W. 
Gregory, research; Rodney Johnson, 
radio. 

Among the accounts handled are 
Phoenix-Detroit Burner, Hamilton 
Carhartt, C. A. Cook Organization, 
National Vending Corp., Clydesdale 
Motor Truck Co., Detroit City Serv- 
ice, Detroit Power Brake, and many 
others. 


Sutliffe Picked by 
Advertising Post 
Milo Sutliffe, of the Literary 
Guild of America, was elected pres- 
ident of Ad-Men’s Post, American 
Legion, New York, at the annual 
meeting. 
New vice-commanders are Roland 
Durkee, Dr. Mathew Baines, Arthur 
N. Brent, Douglas Taylor, and John 


A. Barron. 
Other officers: Albert E. Hearn, 


adjutant; finance officer, Dr. Wil- 
liam T. Lanier; historian, Robert 
Stephen; chaplain, Dr. Frank Peer 
Stephen 


Beal; sergeant-at-arms, 
Brigham. 
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ADVERTISING AGE 


Study Reaction 
of Consumer to 
Sales Promotion 


Washington, D. C., Nov. 6.—How 
consumers react to various types of 
sales promotion is one of the sub- 
jects to be studied by a new agency 
of the Bureau of Foreign and 
Domestic Commerce. 

The new section is a part of the 
recently organized merchandising 
research division and it will under- 
take activities not covered by the 
Bureau in the past. 

Among these will be a’ study of 
consumer needs and buying habits, 
and seasonal and cyclical influences 
affecting purchasing. 

The appointment of B. B. Aiken, 
until recently a member of the sales 
engineering staff of Cheney Bros., 
silk manufacturers, to head the new 
section was announced by William 
L. Cooper, Director of the Bureau. 

Mr. Aiken has been employed in 
market and sales analysis work for 
private business concerns for ten 
years. Prior to his connection with 
Cheney Brothers, he was engaged 
in marketing sales promotion and 
dealer service activities with the 
United Fruit Company, and in mak- 
ing special studies as to consumer 
demands and buying habits for 
fruit. 

Mr. Aiken was for five years a 
member of the marketing depart- 
ment staff of the George Batten 
Company, where he also made mar- 
ket and sales analyses and studied 
consumer demands, buying habits 
and merchandising trends. 


Has Electrical Account 

The Kontrolar Company, Dayton, 
O., manufacturer of precision elec- 
trical devices, has appointed the 
Robbins & Pearson Company, Co- 
lumbus. 


Changes Name 
Petroleum Age, Chicago, an- 
nounces a change of name to Petro- 
leum Age and Service Station Mer- 
chandising. 


COMPOSITE HOME WILL GUIDE BUYERS 


The New York State Federation of Women’s Clubs is building an X-ray house in 
Grand Central Palace, New York. Every type of building will reveal its secrets for the 


benefit of prospective builders. 


Two New York 
Agencies Form 
An Affiliation 


New York, Nov. 6—While agencies 
situated in different cities have affil- 
iated in several instances, the an- 
nouncement that two New York 
agencies have taken this step has 
created considerable interest. 


The agencies are Robinson-Tiffany, 
Inc., and Churchill-Hall, Inc. The 
affiliation makes the facilities and 
counsel of each agency available to 
clients of the other. There is no 
change in the identity of either 
organization. 

Robinson-Tiffany is a compara- 
tively new agency, being formed in 
1929 by Humphrey C. Tiffany and 
Don Robinson. Mr. Robinson served 
as assistant advertising manager of 
the Chevrolet Motor Company and 
advertising manager of the Samson 
Tractor Company, among others. 

Mr. Tiffany was director of ad- 
vertising for Durant Motors and 
others. 

Churchill-Hall, on the other hand, 
dates back to 1912 and is a charter 
member of the American Association 
of Advertising Agencies. H. B. Le 
Quatte has been president of the 
organization since 1921. He was for- 
merly business manager of a New 


Christian Herald 
Goes Forward! 


O meet the 


growing demand 


among church-going people for 
a religious publication which will 
compare favorably with modern 
periodicals in editorial excellence, 
size and appearance Christian Herald 
will be published monthly starting 


in 1931. 


In the first issue will be 


articles and stories by Bruce Barton 
...Seth Parker... Honoré Willsie 
Morrow .. . William Lyons Phelps 
. .. E. Elmo Calkins. . . Margaret 
Sangster and other writers of equal 
distinction and popularity. 


Christian Herald 
MONTHLY 


First Issue as a Monthly 
FEBRUARY (on sale Jan. 17th) 
Color Forms Close .... Dec. Ist 
Black and White Closes Dec. 15th 


GRAHAM PATTERSON 
Vice-President 


J. PAUL MAYNARD 
Advertising Manager 


6,000 Errors in 
Bible Edition 


Montreal, Nov. 6.— Adver- 
tisers who allow a typographi- 
cal error to run in their cop 
need not be down-hea ‘ 
Mackenzie Furniss, of the 
Gazette Printing Co., told the 
local advertising club. 

“The Pearl Bible, produced 
by Hills & Field in 1653, con- 
tained 6,000 errors and a later 
edition had 3,600,” he said. 


York agency, to which he came from 
the Chicago agency field. 

Other key men and stockholders 
in the Churchill-Hall organization 
are E. C. Norris, vice-president; 
G. H. James, treasurer; O. S. Clarke, 
copy chief; W. T. Elberty, art direc- 
tor; J. E. Shepherd and W. J. 
Schubert. 


Hotel Magazine 
To Be Sent To 
Hotels Only 


Los Angeles, Cal., Nov. 6.—“Bilt- 
more Spindrift,” recently launched 
as an advertising medium for the 
Biltmore Hotel, is unusual in two 
respects. 

It circulates exclusively among 
hotels of the country on the theory 
that hotel men are frequently asked, 
“What’s the best hotel in Los 
Angeles?” ‘ 

It will stand or fall on its merits, 
and will solicit no advertising. 

This, as the initial issue remarked, 


“will cause our purveyors and con- 


temporaries much joy.” 

The circulation of the magazine, 
which is printed in the hotel’s own 
plant, is about 4,000. 

The editorial policy was outlined 
as follows: 

“We will try to avoid being a 
recognized type of house organ. We 
are not going to tell you about our 
wonderful rooms, all with bath, be- 
cause anyone not a moron knows we 
have to be prepared these days with 
apparatus for the laving of the 
epidermis. 

“We are going to try to be as 
original as possible, considering our 
mentality, and therefore there will 
be no ‘code of ethics’ published.” 

Guy S. Powell is editor. 


Plan Battery Campaign 

The Byrum Advertising Agency, 
Denver, will place a campaign for 
the Western Battery & Supply Co. 
Newspapers, direct mail, outdoor 
advertising and radio will be used. 

The same agency will use farm 
papers and direct mail in a cam- 
paign for the Denver Raw Fur 
Company, and newspapers for the 
Denver Proctologic Clinic. 


“Daily Mail” Changes 

Reginald A. F. Williams, business 
manager of the London Daily Mail 
Atlantie Edition, has been appointed 
United States representative of the 
London Daily Mail, London Evening 
News and Sunday Dispatch. 

W. B. Harbud comes to New York 
from London to take Mr. Williams’ 
old work. 


Hartman Buys Interest 

reo H. Hartman, vice-president 
of the J. L. Sugden Advertising Co., 
Chicago, has bought a half interest. 
He has been with the agency for 
seven years. 


Can’t Take Silk 
Hose AwayFrom 
Women: Beck 


Cleveland, O., Nov. 6.—There are 
too many clubs where men get to- 
gether to exchange pessimism, and 
too many businesses so bound up 
with rules that initiative is stifled. 

Such is the opinion of Thomas 
A. Beck, president of Collier’s 
Weekly and vice-president of the 
Crowell Publishing Co., New York, 
who opened the Advertising Club’s 
autumn season of business clinic 
talks. 

“When you take on a man, use 
him as he is; don’t try to remake 
him,” Mr. Beck advised. “I’ve seen 
instances of ‘pumping dignity into 
him’ completely spoil a good man. 

“Now about this exchange of pes- 
simism: there’s a lot of business 
waiting to be gathered in. Of 
course it’s hard to get but it comes 
to those who make their own condi- 
tions, instead of accepting condi- 
tions as they are.” 

As proof of this, Mr. Beck said 
that Collier’s will show an increase 
in profits over last year, and the 
combined Crowell publications a nice 
increase in advertising volume. 

“We pride ourselves on the fact 
that we were the first publication 


to use radio,” he continued. “You 
see radio is here to stay. 

“It is trite, maybe, to quote J. 
Pierpont Morgan that ‘the man who 
is a bear on America will go broke,’ 
but it’s a truth that needs repetition 
right now. This nation is bound to 
go ahead. Let’s stop trying to talk 
the silk stockings off young women 
—they’ll have them despite us; let’s 
stop worrying about the younger 
generation—it will take care of it- 
self far better than we did.” 


Advertise Instruments 

The American Cystoscope Mak- 
ers, Inc., New York, manufacturers 
of diagnostic instruments, has ap- 
pointed Professional Publicity Asso- 
ciates, Inc., to handle its advertis- 
ing. 


Has Cosmetics Account 

The account of Margaret Brain- 
ard, Inc., New York, cosmetics, has 
been placed with Grace and Holli- 
day, of that city. 


Dig Deeper | 
into the South 


Through the Southern Meth- 
odist Publications, you can 
easily and economically reach 
more than a million good sub- 
stantial white on li very 
cream of the buying power of } 
the South. Turn to Standard 
Rate and Data or let us send 
facts and figures on this great | 
untapped fertile field. LAMAR } 
& Wuirmore, Nashville, Tenn. | 


SOUTHERN 


METHODIST 
PUBLICATIONS 


LAMAR & WHITMORE 
Publishers 


E. M. McNEILL 
Advertising Director 
E. J. LINES 
Traveling Representative } 
810 Broadway, Nashville, Tenn. | 


1,029,000 
CIRCULATION 


Criterion Posters 
Make Your Message 


CLICK 


Just When It Does 
the Most Good 


or sales battle is won 
if you can find some- 
thing that will make Mrs. 
Consumer say, ‘‘That’s 
what I want”’ just as she’s 
entering the dealer's store. 


And that’s precisely what 
Criterion (3 sheet) Posters 
can do for you. They make 
your sales message clich— 
turn your selling appeal 
into action—into music 
on the cash register. 


Simply stated, Criterion 
Posters are advertisements 
at point of purchase. Eight 
feet high, in full color, in 
a handsome metal frame at 
eye level, they are placed 
on the walls of stores se- 
lected by you, in neighbor- 
hoods chosen by you. 


They bring consumer ac- 
tion—they are powerful. 


wet SON PY CES. 6 DAYS A 


Coulis 


But there is more—they 
have their effect on the 
dealer because he sees your 
advertising every time he 
enters or leaves his store. 
They make him say“‘Those 
boys are real advertisers— 
I'm going to tie up with 
them more closely!" 

Let us tell you how we 
can help make dealers say 
this about you. 


CRITERION 
SERVICE, 


The only original and i 
” Mellel om ‘Revilioe A dom syieg 
Neigh Posting 
: CRITERION 
| > q| | "SERVICE 
oe i Graybar Build- 
ing, New York 
Please send your portfolio 
Company 
Address 
by 
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ADVERTISERS 
OF DOMINION 
OPTIMISTIC 


Alertness Emphasized at A. C. 
A. Meeting 


Toronto, Nov. 6—Though delegates 
in attendance at the 17th annual 
convention of the Association of 
Canadian Advertisers did not discuss 
the size of 1931 appropriations in 
formal session, the consensus, pri- 
vately expressed, was that they 
would show no reduction during the 
coming year. The motor industry 
was the only one where doubt was 
expressed. 

There was in evidence among ad- 
vertisers, however, a disposition not 
to commit themselves to any long- 
term plan but to adopt a watchful 
attitude, ready to take advantage 
of any change in the tide. There 
was strong opinion in favor of highly 
flexible campaigns, both as far as 
expenditure and type of effort were 
concerned. 


The disposition, too, was to stand 
by established mediums and, in view 
of the mill-run of sentiment ex- 
pressed, new publishing ventures 
would be, under ordinary circum- 
stances, ill-timed. The wheat situa- 


REDUCE YOUR COST 
OF SELLING pr ccing Direct Mail” 


Folders, Blotters, Booklets, . ete., ete. 


tage and The Malibag—mont hly ine— 

published continuously since 1915—is entirely 

devoted to Direct Mai fevertiing ont Selling: 

how ll of sound 

business ideas, information and facts. $2.00 a 

year. At end of year, we cotarn $0.00 if you are 
not satisfied. Send 25¢ for sample copy 


Postage and Mailbag 035th Street 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


Des Moines 
Register and Tribune 


Over 240,000 Daily 


*New York, Boston, Chicago, Detroit, Cleve- 
land, Philadelphia, Baltimore, KansasCity, 
Pittsburgh, St. Louis and Des Moines. 


PROVE IT! 


SHOW HIM THE LETTERS 


If your salesmen could show skeptical prospects the 
testimonial letters and orders you receive from satis- 

customers, it would remove doubt and get the 
orders. Do not allow testimo' ie idle 


i ~—S ples to —f}- n ond tneveass 
a r ve 00) our me: 

sales thru their use. Write 

AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


yet Th 


50,000 
SUBSCRIBERS 


Sources 
ee eer pety 


ISOQ0O0 
READE 


Sell 
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tion in-the Canadian west is still 
accepted by advertisers as a com- 
paratively accurate barometer of 
conditions in the Dominion. 


Rimmer Re-elected 
H. H. Rimmer, Canadian General 
Electric Co., was re-elected president. 
Financial affairs of the association, 
he stated, were never in a healthier 
condition. 


Other officers elected were: - view 
presidents, W. F. Prendergast, Im- 
perial Oil Co.; V. A. Smith, Parker 
Pen Co.; J. S. Smith, Oneida Com- 
munity Ltd.; W. G. MeGruther, Ca- 
nadian Industries, Ltd.; treasurer, 
W. J. Henderson, Swift Canadian 
Co. Ltd.; secretary, Miss F. E. Clot- 
worthy. 

Directors: J. S. Lavene, Auto 
Strop Razor Co.; J. P. Lyons, Man- 
ufacturers’ Life Assurance; R. J. 
Ambler, Northern Electric Co.; F. H. 
Edginton, General Steelwares; G. M. 
Bertram, Lever Bros.; R. K. MclIn- 
tosh, General Foods; H. M. Ireland, 
General Motors of Canada. 

For some years, the association 
has been concerned with the quality 
of Canadian advertising art and a 
committee has been investigating the 
situation. The association decided to 
publish a directory of Canadian 
artists for the convenience of adver- 
tising men. 

Speaking on this question, Arthur 
Lismer, Toronto Art Gallery, de- 
scribed advertisements as “the poor 
man’s picture gallery.” He pleaded 
for beauty as well as utility. Since 
the life of the advertisement is brief, 
he said, there is all the more reason 
that its message should be vital. He 
criticized the imitative trends in 
commercial art. 


Study Distribution 

It was announced that a census 
of distribution is to be made in Can- 
ada by government statisticians. 
This action follows agitation by the 
A. C. A. and the Canadian Manu- 
facturers Association. A survey of 
Canadian newspaper circulations is 
also being undertaken. 

Secretary Clotworthy, in her re- 
port, denounced irregular advertising 
schemes now resulting in large an- 
nual waste to Canadian advertisers. 
She stated that unnamed “advertis- 
ing men” are utilizing the names of 
charitable organizations to reap 
profits and urged that all such activ- 
ities and individuals be registered. 

Two speakers before the conven- 
tion strongly urged support for the 
current campaigns for Canadian- 
made products. Elmer Davis, presi- 
dent of the Canadian Manufacturers’ 
Association, coming out strongly in 
favor of a protectionist tariff policy, 
said that the interests of the manu- 
facturer and those concerned with 
advertising in Canada were one. 


Referring to government-sponsored 
produced-in-Canada campaigns now 
running, he declared that “Canada 
is flooded with United States liter- 
ature carrying attractive advertise- 
ments of American products.” 

“We have to meet that,” he de- 
clared, “with advertising of our own 
if we are going to place Canadian 
products before our people.” 


Heavy Importers 

He felt that advertising is needed 
to combat a mental attitude of Ca- 
nadian people that Canadian prod- 
ucts are inferior and pointed out that 
1,300 million dollars worth of mer- 
chandise was imported into Canada 
last year. 

The other speaker, Prof. E. H. 
Morrow, director of merchandising 
research for the MacLean Publishing 
Company, said that advertising was 
never more needed in Canada than 
at the moment. 

“If ever consumers can be induced 
to buy Canadian goods, it is now,” 
he said, declaring that every Cana- 
dian manufacturer should, in view of 
this situation be advertising his 
goods as never before. 

H. B. Muir, managing director of 
the Kingston Whig-Standard, urged 
newspaper advertising as an aid to 
prosperity, stating that the present 
is not a test for advertising but for 
the men who control advertising. 


John C. Kirkwood, of Marketing, 
urged business men to predetermine 


AGENTS’ CHAIRMAN 


George F. Gouge 


Mr. Gouge, who is a director of 
Batten, Barton, Durstine & Osborn, 
Inc., New York, is chairman of the 
New York Council of the Four A’s, 
which met in New York last week. 


The Council heard a recommen- 
dation that newspapers make a 
special charge for merchandising 
service. 


a profit objective and check up peri- 
odically to see if the ratio is being 
obtained. 

H. H. Cockfield, president of the 
Association of Canadian Advertis- 
ing Agencies and managing director 
of Cockfield, Brown & Company, 
Ltd., said that advertising agencies 
no longer do advertising, but rather 
merchandising, with advertising only 
one method by which the merchan- 
dising policy is carried out. 

He declared in favor of specializa- 
tion and placed emphasis on mer- 
chandising research. 


FIND 6 CLASSES 
OF HOUSEWIVES 


New York, Nov. 6—The canned 
sales talk is useless in house-to- 
house canvassing, according to the 
experiences of a dealer of St. Joseph, 
Mo., as reported by Electrical Mer- 
chandising. This dealer canvassed 
2,500 homes in a campaign for elec- 
tric refrigeration. 


Here is this retailer’s summary of 
2,500 housewives and how to sell 
them: 5 per cent could not be 
talked to—check off; 10 per cent 
would be of a scolding temperament 
—humor them; 15 per cent would 
respond best to flattery—use it; 15 
per cent would realize the company 
has to make a profit—use reason in 
closing; 10 per cent would under- 
stand food preservation—use scien- 
tific approach; 45 per cent desire to 
preserve food—use simple story. 

“We found our best customers to 
be families with children or where 
both husband and wife worked,” 
said the dealer. 


“Tt is a man who makes from 
$150 to $200 a month and lives at 
home that is a prospect. 


“Professional men earning much 
higher salaries are not so good. My 
explanation for the professional 
man’s failure to be so good a pros- 
pect lies in the very fact that his 
higher income encourages his inter- 
est in many other things than elec- 
trie refrigeration. 

“Our $150 to $200 a month home- 
owner with a family has to scratch 
to make ends meet, and as a con- 
sequence sticks around home a good 
deal, keeping a garden and doing all 
the economical things that will aid 
and abet his income spread. 

“The electric refrigerator is noth- 
ing if not an economy story and we 
can interest this type of prospect 
in a hurry. The more highly paid 
professional man very often puts his 
money into a car, a country club or 
into golf clubs and passes up the 


matter of ice-box savings.” 


FEATURE PRICE, 
WIDNEY’S WORD 
ON OIL BURNERS 


Believes Tank Gontroversy Is 
Pointless 


New York, Nov. 6.—Whether or 
not the manufacturer of oil burners 
should include a tank in his adver- 
tised prices is the topic engrossing 
that industry. Much has been said 
pro and con and the debate has 
become acrimonious at times. 

In the current issue of Fuel Oil, 
Carl F. Widney, of Lord & Thomas 
and Logan, took the negative side of 
the proposition. At the same time, 
he asserted that what the industry 
needs to do is convince Mr. Average 
Man that an oil burner is within 
his means. 

“The oil burner manufacturer 
doesn’t make tanks,” Mr. Widney 
pointed out. “He doesn’t sell tanks. 
He doesn’t even make a profit on the 
sale of a tank when one is sold for 
one of his own burners. 

“If this practice of advertising 
price without tank were as un- 
sound as those opposed to it main- 
tain, it would first destroy those 
who use it. If it is true, as the 
former point out, that home-owners 
resent this alleged chicanery, then 
the holier-than-thou boys should 
reap a harvest. Every insulted 
home-owner should welcome their 
call. Their sales should prove their 
point. 

“But the Sunday School books 
must be wrong. At least their brand 
of virtue does not prevail. These 
‘burner-plus-tank’ advocates never 
get a chance to talk to many home- 
owners. The infidels have already 
been there and ravished the pros- 
pect. 

“The best answer to the whole 
question is results. There is nothing 
new about advertising price without 
tank. It was started nearly five 
years ago. And see what happened! 

“These bad boys helped spread 
the wonderful story of oil heating. 
Thousands were intrigued into read- 
ing their advertisements to learn 
about the joys of automatic oil heat- 
ing. Their salesmen had the first 
chance at the greatest number of 
prospects. 

“To them was given the oppor- 
tunity to tell for the first time the 
whole story, to meet the latent 
objections that exist in the minds of 
so many home-owners. The very 
fact that these salesmen have a low 


“They were inspired to call on 
prospects that other salesmen would 
not even approach because of the 
higher price in their minds. 

“The continuous and large space 


advertising that these naughty com- 
panies ran, plus the record of their 
astounding success, attracted to 
them the best salesmen in the in- 
dustry. 


“With all this camulative success 
their profits increased. More adver- 
tising was possible. More good 
salesmen were employed. More pros- 
pects were contacted. More sales 
resulted. It was like a snowball 
gathering size and weight as _ it 
bowled along. 


“Of course, those who had not the 
foresight or ability to build a burner 
that could be sold competitively 
wailed and gnashed their teeth. I 
did a good job of gnashing myself 
at the time. 

“Was all this success founded on 
deceit? Surely it would have been 
discovered long before this. Five 
years is a long time to conceal from 
the public a practice so devoid of 
righteousness as the opponents set 
forth.” 


Mr. Widney pointed out that such 
advertising is by no means confined 
to the oil burner field. The Stein- 
way piano is advertised for $875, 
f. o. b. New York. 


Radio price advertising meant, in 
its early days, less batteries, tubes 
and loud speakers. It means less 
tubes in 1930. 


In conclusion, Mr. Widney offered 
this suggestion: 


“We are now living in a period 
when thrift is uppermost in people’s 
mind. Price is a greater factor to- 
day than at any time in the history 
of oil heating. Oil burner manu- 
facturers will do well to ponder on 
these facts and bend every effort to 
stabilize oil burner prices at a level 
that will appeal to the largest num- 
ber of home-owners. 


“They have the greatest conveni- 
ence to offer of all the labor-savers 
that go into the home. But until-it 
is clear in the public mind that oil 
burners can be bought for a modest 
amount, sales will continue to drag 
behind.” 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 
Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview = 

convince you that we can get you the right 
nection. While we operate under the emoteyesens 
agency law, our methods are unlike any other 
agency. 


snes as SERVICE 


gency 
Gurney Chrysler, Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 
MULTIGRAPHING, MAILING 


For Dependable 


>» 
'\pPhotostat Service 4 


, F.A. RUSSO ie. 


230 PARK AVE. 509 FIFTH AVE. 
60 E.42ndST. 250 W. 57th ST. 
¥ VANderbilt 9975-6-7 


Advertising Ag 4 


THE NATIONAL NEWSPAPER OF = Ae 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
42d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS, Inc. 


Graybar Building 
420 Lexington Avenue 


“everybody reads the news” 
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H. FIRESTONE 
DESCRIBES HIS 
SERVICE STORES 


(Continued from Page 1) 
sold under the regular recognized 
manufacturer’s brand name, or un- 
der the brand name of jobbers, 
wholesalers, oil station operators 
mail order houses or other concerns 
which serve simply as distributors 
and not manufacturers of tires.” 


Firestone’s Views 


That this resolution would have 


had the support of at least one tire 
manufacturer was evident from the 
statement of Mr. Firestone that the 
unbranded tire or special brand is 
the greatest menace facing the in- 
dustry. Other subjects discussed by 
this speaker included his early ex- 
periences as a retail tire dealer, the 
development of the Firestone Service 
Stores and the prospect for greatly 
increased business in 1931. 

“I know how many of you feel,” 
he said, “for in 1896 I entered the 
retail tire business in Chicago under 
conditions that presaged immediate 
failure. 

“I had induced two friends to in- 
vest $1,000 each and to lend me $500 
apiece to make up my share of the 
capital. We spent half of the $3,000 
in acquiring a failing business as 
the foundation for our venture, and 
another $1,000 in buying needed 
equipment and stock. Half of the 
$500 remaining went to a firm of 
lawyers to defend us against a pat- 
ent suit that would have put us out 
of business at once. 

“Under such conditions we had 
no time to think how we might get 
business, It was imperative that we 
get it, and under the spur of neces- 
sity, we made our business the larg- 
est in the city in two years.” 


Explain Service Stores 


The Firestone Service Stores, Mr. 
Firestone explained, were founded 
on the assumption that the inde- 
pendent tire dealer is the logical 
manufacturer’s outlet and not with 
any idea of replacing the dealer with 
a factory-owned retail organization. 

“We have proved what we think 
of the dealer,” he said, “by investing 
$25,000,000 with him in the Fire- 
stone Service Stores. Our plan has 
been to select high calibre local deal- 
ers and, by incorporating with them 
and furnishing capital that they can- 
not supply alone, put them in a posi- 
tion to compete. 

“We now have more than 400 of 
these stores throughout the country. 
In all except a few cases, the dealers 
own the controlling stock. 

“At first, other dealers viewed 
these stores as a form of unfair com- 
petition directed against them. After 
the stores had been in operation for 
a time, however, the dealers saw 
that they were a stabilizing influ- 
ence, and support of our policy is in- 
dicated by the fact that 6,928 deal- 
ers joined us in the fiscal year of 
1930. 

“These stores have proved to deal- 
ers everywhere that they must meet 
modern conditions by adding gaso- 
line, accessories and complete serv- 
ice. We have provided convenient 
models for progressive dealers desir- 
ing to improve their set-up.” 


Discusses Conditions 


“Production has been under con- 
sumption for some months and it 
seems to me this condition cannot 
last much longer,” continued Mr. 
Firestone. “For a year, consumers 
have bought only what was neces- 
sary and this is creating a big short- 
age of commodities that must be 
reckoned with soon. 

“While 75 million tires were sold 
in 1929, in 1930 sales have been at 
the rate of only 55,000 000, while 
gasoline consumption has increased. 
From this it is evident that the pub- 
lic is not foregoing transportation 
but is utilizing old tires and the 
spares. 

“Prices in all lines are the lowest 


ers are about to discover that the 
stock of goods at bargain prices is 
almost exhausted, and when they do, 
there will be a rush to buy. This 
will restore the confidence on which 
our normal prosperity is based.” 


Now “Heat and Power” 
The Fisher Publishing Co., Toron- 
to, announces that Power Age be- 
came Heat and Power with its No- 
vember issue. 

The company has published the 
first issue of Packaging, Shipping & 
Warehousing, a monthly. 


Neon Moves 
Claude Neon Lights, Inc., has 
moved its New York City sales office 
to 87th street and 43rd avenue, Long 
Island City, where it will be in closer 
touch with other departments. 


Kirk Taylor 
Is Victim of 
Pneumonia 


A long trip on business and pleas- 
ure resulted fatally for Kirk Tay- 
lor, Chicago publisher, who died in 
a hospital at Allentown, Pa., No- 
vember 3. Mr. Taylor was visiting 
in Allentown when he was stricken 
with pneumonia. He left Chicago 
October 12, accompanied by Mrs. 
Taylor. 


Mr. Taylor resigned as Western 
manager of Printers’ Ink in 1921 to 
enter the publishing field. At the 
time of his death, his string of 
papers included Club Management, 


School Feeding and Cafeteria Man- 
agement. 

He was not only a successful pub- 
lisher, but his services were in de- 
mand as consultant to others in the 
same field. 

Mr. Taylor, who was born in De- 
troit in 1889, is survived by Mrs. 
Taylor and an 11-year old son, Kirk 
Taylor, Jr. — 

Funeral services were held in Chi- 
cago November 6. 


Names Treasurer 

John M. Fogelsanger has been 
elected treasurer of the Poor Rich- 
ard Club, Se eR oe 
the late Edward Paret, T. C. 
Davis & Sons. 

Howard F. Kairer, of the Charles 
Blum Advertising Corp., succeeds 
Mr. Fogelsanger on the board. 


Addition for Walker 


Mark Smith, manager of the com- 
mercial department of Walker & 
Co., Detroit, announces that his or- 
ganization will shortly occupy an 
addition to the main plant. 

The company is also rearranging 
plant facilities. The branch on St. 
Aubin avenue will be abandoned and 
operations centered in the main 
quarters at 560 Custer avenue. 


Arrol Names Agency 
The pate oy og f of Arrol shaving 
cream, made by the Arrol Company, 
has been placed with Howland, Oli- 

phant & McIntyre,, New York. 


Has Baker Account 
The Baker Extract Co., Spring- 
field, + Y.: has appointed Erwin, 
Wasey & Co., New York, to handle 
its advertising. 


in years and cannot go lower. Buy- 


E, the Attention of Your Tchere 


More than ever before the p/ysica/ setting of your sales 
message is determining its effectiveness. With every 
man in an influential position in industry supplied with 
many times more reading matter than he can possibly 
consume, and tempted by more forms of distracting 
amusement than at any previous period, it is only human 


nature if he omits or skimps everything that is hard to 
read. Metal Progress is frankly and successfully built 
to make reading a conscious pleasure. Each page is care- 
fully and individually designed to win and hold the 
reader’s attention and lead it on from topic to topic with 
unflagging interest. Even a layman finds it hard to lay 
a copy aside until he has leafed through it from cover 
to cover.* Get a copy of Metal Progress and prove it to 
yourself. We’ll gladly send you one without obligation. 
Write Metal Progress, 7016 Euclid Ave., Cleveland, O., 
and if your product is used in the production, selection, 
fabrication, treatment, welding or handling of metals 


COMPETITORS 


. ee ee Of your 


ADVERTISING 


***Will inspire the techni- 
cally minded, as well as 
intrigue and interest those 
who, like myself, are not 
so over-heatedtechnically’’ 

““One of our Sales 
Management group started 
to read your article on 
Resistance Welding Pipe 
because he thought he 
should from abusiness point 
of view, and found himself, 
before he realized it, in the 
middle of the second suc- 
ceeding article, his interest 
having been maintained.”’ 


MAKE METAL PROGRESS THE SPEARHEAD OF 1931 
ADVERTISING CAMPAIGNS IN THE METAL INDUSTRIES 


- | | | =x r 
m- - = 
eir OE: 
» ess 
in- ae 
. peer ae et ig 
er — 
od ae 
OS- ' 
les — es 
all ie 
it | cr oa 
ier Paes a eae | | a 
ely : - 
I 
elf ; 
ee 
= en 7 , , 
2en 
om 
of : 
set ; 
ich 
ned +] 
‘in- ‘ 
a> 0% 2 > « a ° “>a ‘> «} >» « ae >> on, > ° s 
in Of MAR 3 : ‘ 
es ’ , MARKET QUOTATIG)| Clara | 7 
less | * Sg RY 7/7 ar B 2 
| Mime SE RE WARD” ZZ ROA W | 
- | Cone ee : I 
ss wi . A= 
i | WW @ / iar, 
to- e lon f° & if? 4 " At] 
= , gn ao Ni 
nu- te" ed  \ Be fi 
on | : - y a go meme’ iF ) 
t to | = VPs. bar wi 4 
2vel , ] ~~ ay” Ws we Poni are 
um- > 4 j ee D ‘ a al)’ 
Ie 7 * a 2p 2 \e 
= a eS a ISS » © SADRIN 
eni- * F “ J Wi vy * - "s % : a 
em tie eS S| ‘ 
Vi | CN RAY 1, OWNS asc Ze | 
] oo ; 4°: ae, ane or F * : 
jest - a »£ ae PER AT s/ 5 AN 
ed rofl Ce, SA Car he t J ae 
eo NS) 
_ ADF Pls %0 ofp oii ' TT: ae 
| : i. Wwever oo pe = - ~< yp-Sik ie a 
| baa ma a : ea es 4 aay 1) QO and 
ndi- i ~—s : mg a eS 2 
i | rhe. tS oo), 
“3 | A gir Fala inet | 
ther | © Gli Os: Ra ae s- o- E- » Qi <. =. a ae 
: | EE 
0488 | i 
sat a 
a : 
Cc. ee os : 5 
res. RY ne 
‘Ss ce sae 
| ee 
: * 7 
— ee 


ADVERTISING AGE 


November 8, 1930 


AL 


The clientele 


; of America’s Finest Engraving Shop 


is the talk of this town 


OUR CLIENTELE: 


ACME WHITE LEAD . 
ADDRESSOGRAPH 


GOLD MEDAL FLOUR 
GREYHOUND LINES 
HANSEN GLOVES 

HARTMANN TRUNKS 
HOFFMAN . VALVE 

HOME FURNISHING ASS’N 
JANTZEN 
JOHNSON WAX 
KIRK SOAPS 
KROEHLER MFG. CO. 
LLOYD BABY CARRIAGES 
MACARONI ASS'N 
MAJESTIC RADIOS 
MICKELBERRY’S_SAUSAGE 


MINNEAPOLIS HONEYWELL CO. 


MUELLER FAUCETS 
MUNSINGWEAR 


NAT'L ENAMELING & STAMPING CO. 


NEET 
NORTHERN TISSUE 
OVALTINE 
PABST 
PENNZOIL 
PHOENIX HOSIERY 
QUAKER OATS 
REO TRUCKS 


ROLSCREEN 
SAY IT WITH FLOWERS 


SIMONIZ 


SPARTAN AIRCRAFT 


TIMKIN 
TOASTMASTER 
VOLLRATH 
WEED CHAINS 
WESTINGHOUSE 
WEYERHAEUSER 
WILSON-JONES 
YEAST FOAM 


LET THE LAUNDRY DO IT 
SHERWIN-WILLIAMS 


Ir IS said;that this 
is the most talked-of shop in 
Photo Engraving today. Main- 
ly because of its phenomenal 
growth — its unique policies. 
Such reports are gratifying 
and move us to mention that 
there is no mystery about this 
five - year - old winning such 


merited laurels. 


We work to make every cus- 
tomer a client, and every 
client a bigger client, and we 
have three powerful weapons 
with which to do this: (1) the 
cream of engraving talent, 
(2) superb equipment, (3) 
working conditions without 
They 
America’s Finest Engraving 
Plant. 


parallel. make this 


65 EAST 


SOUTH WATER STREET 
CHICAGO, ILLINOIS 
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ALEMITE Pe 
ARMOUR 
BUNTE BROS. 
CELOTEX 
CLARION RADIO 
COCA COLA ; 
EASY WASHER 
FAIRBANKS-MORSE 
GENERAL ELECTRIC CO. 
GENERAL TIRE CO. 


